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« How to assure faster, easier meter servicing: BRODIE BiRotors 


JUST UNIT-BUILT ASSEMBLIES 


| Of Of OF o/ 
COUNTER N 


Brodie-built in many varieties: 
Brodimatic, positive direct read- 
ing; Quantro/, automatic quantity 
control, ticket printing; MultiKey 
counter. 


with Positive drive provides simple 
dry adiustment to increments of 
1/20 of 1%, while meter is under 
pressure — without loss of liquid. 


OUTER CASE 


all welded steel housing provides 
maximum strength and rigidity 
with minimum weight — absorbs 
normal line shocks, pressures, 
and piping strain without affecting 
metering accuracy. 


MEASURING UNIT 


. . quickly and easily removed or re 
placed without disturbing existing 
line connections. 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
+ let cheeks f h ‘t-built CABLE ADDRESS: “BRODICO" 
=P Coe ROCESEES ity or eac unit- oul MT. VERNON, N.Y., 550 So. Columbus Ave. 


assembly provides maximum time-cost savings, as DALLAS 7, TEXAS, 167 Parkhouse St. 
SEATTLE 9, WASH., 221-9th Ave. N. 

meter never has to be removed from the line for CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
inspection, cleaning or servicing. Maintenance costs re hee eee ee 
and down-time from actual operating records are 
absolutely minimal. Double-case steel construction 
prevents line pressure, or shock damage to self-con- 
tained measuring element. 

Standardize with Brodie BiRotor Meters, the stan- 
dard by every comparison. 
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BUY A HAPPY CUSTOMER + 





You read it right... 

It will cost you only 14¢* a year to provide each of your 
customers with the satisfaction and protection of an 
improved gasoline. 

Simply add “Ethyl’’ Multi-Purpose Additive. It not 
only cleans carburetors—it keeps them clean. Saves costly 
carburetor cleanups and adjustments. Adds mileage, good- 
will to every gallon. 

Multi-Purpose Additive also eliminates stalling due to 


carburetor icing in most cars under most conditions. It 
prevents corrosion in pumps, valves, tanks and other con- 
tact points of gasoline in transit or storage. 

Granted, refining costs these days call for a sharp pencil. 
But “Ethyl’’ Multi-Purpose Additive adds so much to a 
gasoline in sales appeal . . . and for so little. . . it’s well 
worth it. 

Like the full, profitable story and samples? Just call 
your Ethyl Representative. 


*Based on the latest Bureau of Public Roads figure of 9,494 miles driven per year and 14.3 MPG, 


ETHYL CORPORATION, new york 17, N.Y. * CHICAGO * TULSA « LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL USA (EXPORT) NEW YORK 17.N.Y. 
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The Fastest, Safest, 
Gurest Coupling Known! 


You'll want to keep this excellent, 


practical working Catalog close 
at hand. Lots of illustrations 


y of master gauged OPW KAMLOKS. Detailed recommendation 


and sizing charts, typical specials for unique applications and factua 
information will help you in: planning, 


clearly show the complete interchange 
3 rhe 
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Just write us on your letterhead and it’s yours! 


Your fluids handling may well be improved with OPW KAMLOKS 
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CORPORATION 


2735 Colerain Avenue @ Cincinnati 25, Ohio Kirby 1-5400 


VALVES e COUPLINGS e SPECIALTY PRODUCTS 


FOR HANDLING HAZARDOUS LIQUIDS Ne. 633-C COUPLER 
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Ask! 


... before you sign a station lease, it can mean the 


difference between a successful business and failure 


From the minute you seriously consider leasing a station—to the time 
when you're running your own business full tilt—you must be willing 
and able to assume many roles. All station operators are buyers, mana- 
gers, dealers and salesmen—and some are tenants too. And like them, 
your business future rests heavily upon how well you understand and 
are prepared to perform in these roles. Here are some basic questions you 
should ask as a prospective tenant, buyer, ete.—before you sign a lease! 


AS A BUYER 

1. What is the business potential of this station? 

2. Do I have to pioneer the business, maintain it, 
or rebuild it? 

3. How much money will I be required to put up? 

4. Where can I get financing? 

5. What credit terms are available to me? 


AS A DEALER 

1. Does the supplier have training programs for 
dealers—attendants? 

2. What sales promotion aids are available? 

3. How often are dealer meetings held? 

4. To whom can I bring my special problems? 

5. Whom will I deal with on a day-to-day basis? 


AS A MANAGER 

. How much capital do I have available for in- 
ventory—equipment? 

. Am I willing to apply for a loan—will my appli- 
cation meet with approval? 

. Will my earnings be sufficient to support my 
family and meet note payments? 

. What accounting and record keeping are neces- 
sary to run my business on a profitable basis? 


AS A SALESMAN 
1. Do I like meeting and dealing with all kinds of 
people? 
2. Do I enjoy selling? 
3. Can I train others to sell? 
. Am I quick to observe what people need and 
want? 
. How do I plan to increase business—through 
motor tune-up—other special services—neigh- 
borhood solicitation—local advertising? 


AS A TENANT 

1, What will my rent be—how is it calculated? 

2. How long a lease can I get? 

3. What other obligations are there, such as insur- 
ance—business clothing—maintenance? 


We at Mobil know that our success is dependent 
upon the success of our dealers. Therefore, before 
entering a lease or a contract with any new dealer, 
we urge a frank discussion of all the facts which 
will help him make sound decisions as an inde- 
pendent business man—right from the start. 


Mobil Oil Company 


A Division of Socony Mobil Oil Company, Inc., 150 East 42nd Street, New York 17, N.Y. 
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Behind Our Headlines 





Part Two, Pricing 1960 


gs HE SECOND PART of an NPN pricing study is a 
special report on the Mobil wide-area pricing 
plan, which has aroused great interest since it was 
activated a year ago in New England. The first part of 
this pricing study, published in April (p 155), covered 
the latest developments in pricing and analysis of 
factors involved. 

The first part is considered a landmark in price re- 
porting. Jt’s drawn requests from all over for reprints 
which were distributed to field organizations and used 
for company educational programs. 

For this special report on Mobil’s plan, everyone on 
the NPN staff was used because of the extensive re- 
porting requirements. NPN editors made scores of con- 
tacts—from company presidents to dealers, from 
marketing vice presidents to field sales representatives, 
jobbers, consignees and trade association executives. 
Besides deploying our own people, we called on the 
McGraw-Hill News Service for supplemental reporting. 

NPN received great cooperation in carrying out the 
project. Oftentimes, some marketing executives shy 
away from discussing price and pricing for fear the 
Justice Department or Federal Trade Commission will 
subpoena them to testify or open an investigation. Con- 
sidering how much pressure the industry has been sub- 
jected to, you can understand why these men are 
cautious. There is so much interest in market problems 
and the Mobil Plan that most marketers were willing 
to contribute to the report—their experiences, with it, 
their opinions and their thinking. 

NPN is grateful to everyone who helped with this 
complex project, which appears on page 98. 


That Time Again 
MARKETING WEEK, a semi-annual affair, opens 
in Chicago right after the election, with the Nation- 

al Oil Jobbers Council convention starting at the Mor- 
rison Hotel on Nov. 9. It’s to be followed by the API 
Marketing Division meeting at the Congress Hotel. 

As usual, NPN is assigning a large turnout of staff 
members to cover the meetings. Their reports will be in 
the December NPN. 


Cann Racece 


Editor 
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THAN THIS MAGAZINE 


LECUSTEEL 


Lf 
nepwne 


for a bette 


measure of profit 


... yet it’s a complete 
truck metering system 
in one weight-saving compact 


Everything you need for accurate metering 
of fueloil or gasoline is built into one 
weight-saving unit in Neptune truck meters: 
an efficient air-release to remove 

slugs of air, a large capacity strainer 

to prevent dirt stoppages, a time-saving 
automatic quantity control valve, and 
confidence-building ticket-printer. 


‘Only Neptune gives you all these in 
SO little space, with so much saving in 


weight. Only three connections to make. 


No “extras” to buy . . . fewer chances 
for leaks . . . less chance for 


improper installation. 


~ Most important . . . all these important 
~ atcessories are designed by Neptune, 
_ assembled by Neptune, and calibrated as 
_ one unit by Neptune. 


Add Neptune’s splendid reputation for 
sustained accuracy and low maintenance, 
and you have the oil marketer’s most 
sought-after business friend. All sizes. 
Ask your Neptune Equipment Jobber or 
tank truck manufacturer for details. 


NEPTUNE METER COMPANY 

L/QUID METER DIVISION 

47-25 34th St., Long Island City 1, N. Y. 
Branches and Jobbers in All Principal Cities 


in Canada: Neptune Meters, Ltd., Toronto, Ontario 











10:00 Glo Me Order received and processed—steel 10:58 Glo FMB Full tractor trailer load—200 standard 


begins to move, is formed into cylinder, feeds into automatic welder. 55-gallon drums—can be completed in less than one hour from re- 
Next—fabrication of lids, bottoms; then painting, drying, inspection. ceipt of order. When essential, this rush service is available to you. 


Perhaps once in a thousand orders you really need rush delivery of drums. 
And from J&L you can get it. 


For example, not long ago a large oil company had an emergency call from 
a good customer. In less than an hour, their nearest J&L plant produced 
200 standard 55-gallon drums; fabricated, painted, dried, and loaded onto a 
tractor trailer, ready for fast delivery. 


In an emergency, J&L can offer you rush service, too. Normal delivery is 
more than adequate for most situations. But when the situation is really 


ae 
urgent, we’re glad to cooperate. There are nine J&L container plants spotted 
around the country. All are near major trucking and rail centers. All are 
prepared to offer you fast, dependable service on the complete 
J&L line of quality steel drums and pails. 
For the whole story on J&L’s complete line of standard and 
lined drums and pails, write for free booklet today! 


Jones & Laughlin Steel Corporation 


CONTAINER DIVISION « 3 GATEWAY CENTER + PITTSBURGH 3O, PENNSYLVANIA 


ATLANTA 1, GEORGIA CLEVELAND 5, OHIO LANCASTER, PENNSYLVANIA PHILADELPHIA 37, PENNSYLVANIA 
1280 Chattahoochee Avenue, N.W. 8806 Crane Avenue Manheim Pike and Steel Way 3711 Sepviva Street 
P.O. Box 1452—SY 4-8251 MI 1-2000 EX 4-4091 JE 5-3100 


BAYONNE, NEW JERSEY KANSAS CITY 15, KANSAS NEW ORLEANS 21, LOUISIANA PORT ARTHUR, TEXAS 
Constable Hook Road Funston & Chrysler Roads P.O. Box 10056, Jefferson Branch Sabine ~ paae P.O, Box 31 
P.0, Box 107—-HE 6-9100 FA 1-1212 5008 Jefferson Highway—VE 3-6352 YU 5-556 


TOLEDO 1, OHIO, City Park and Hamilton Street, CH 1-6241 





Letters 


About station site selection . . . centralized 
bulk-product billing...compacts’ octane requirements 
About the influence of price on motorists . . . 


To THE EpITorR: 

Pit is always a nightmare to main- 
tain good marketing conditions in al- 
most any locality, but it is particularly 
sickening to see anyone invest a lot of 
money in a poor location where it is 
evident that it will be most difficult to 
attain a satisfactory volume of busi- 
ness. 

Such locations always resort to the 
idea that if they can “just this one 
time” give it a shot in the arm by a 
reduction in price, they will succeed. 
Unfortunately, the day is past when 
competition will stand idly aside and 
let anyone jeopardize his business and 
his market because of such poor judg- 
ment in the selection of a location. 
The effort to revive old locations is 
equally distressing. 

How to bring this to the attention 
of both large and small operators is a 
problem that should be given great 
consideration. 

J. A. HoGsuire Jr., 
President 

Wake Up Oil Co. Ince. 
Indianapolis, Ind. 


Central Billing 


The article “How Atlantic Is Cen- 
tralizing All Bulk-Product Billing” 
(NPN—September p110) is of con- 
siderable interest to us in Humble. 
We have had a similar program to 
centralize bulk-product accounting 
through use of a large-scale computer 
that has been under way in Esso 
Standard Division for nearly two 
years. Our Humble Division has a 
bulk-product accounting project using 
“Cardatype” accounting equipment 
and a large-scale computer, but this 
one is being designed to meet an en- 
tirely different purpose from either 
Atlantic’s or Esso’s purposes. There 
are other oil companies with similar 
projects. at least one of which has 
been in actual operation for some 
time. Each uses different hardware, 
calls its project by a different name, 
and mav emphasize a different seg- 
ment of the work. In the long run, of 
course, they all accomplish a similar 
worthwhile purpose. 

C. W. BoHMER, Jr. 

Asst. to the Vice President and 

Director of Marketing 

Humble Oil & Refining Co. 

Houston 


Compacts’ Requirements 


mI enjoyed the article “1961 Car 
Outlook: Radical Changes” (NPN— 
September p91) very much. However, 
at the risk of appearing to have set 
myself up as a one-man board of re- 
view of your publication, I would like 
to point out one statement which I 
question. 

The article states “All compacts 
use regular, of course.” However, our 
information indicates that after com- 
pacts have been driven a few thou- 
sand miles they do not perform satis- 
factorily on regular gasoline. Here is 
a table developed by our people 
which shows the F-1 octane require- 
ments of 1960 compact cars. It will 
be noted that it takes. on the average. 
a 97.0 octane to satisfy 90% of the 
compacts: 


F-1 Octane Requirment 
% 


50% 0 
Satisfied Satisfied 
97.5 


93.8 

92.4 98.4 

92.0 94.5 

92.3 96.0 

89.0 98.5 
98.9 


95.6 
95.2 99.0 


Corvair 
Falcon, Comet 
Rambler 6 
Rambler 8 
Studebaker 6 
Studebaker 8 
Valiant 
Wt. Avg. All 
Compacts 


92.2 97.0 


I thought you would be interested 
in the conclusions reached by our re- 
search people. I believe you will find 
these reasonably close to the evalua- 
tions of DuPont and Ethyl. 

B. W. PICKARD 

Director and Vice-President 
Standard Oil Co. of Calif. 
San Francisco 


Mirror for Marketers 


Theodore Levitt’s article on “What’s 
Wrong With Oil Marketing?” (NPN— 
August p90) is a thought provoking 


one, and even though one might not | 


agree with all the opinions expressed, 

it should cause all marketers to sit 

back and take a good look at them- 

selves. If it does nothing more than 

this, it will be more than worthwhile. 
F. W. BULEsS 
General Manager of 
Retail Marketing 
Pure Oil Co. 
Chicago 
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Superior quality forged body 
—precision machined 


Uniform wall thickness 


Extra heavy reinforcing rim 


larger diameter cam ears 
for longer service life 


handles 
—greater 


Uniform heavy 
wall thickness 
—no weak spots A A 
Superior quality forged body 7 


Recess retains gasket —precision machined { | 


in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


—accurate tolerances 


Bronze 

Aluminum 
Stainless 

Carbon 

Malleable 
Hastelloy 

You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 


W EVER-TITE 
Standard 
Adapter and Coupler 

The tightness is 
predetermined in 
manufacture so you 
can be sure with 
came EVER-TITE. 


and The EVER-TITE 
Coupler . 2 trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank 
Hose 
Coupling 

Ki 


Dust Plug 


Dust Cap 
EVER-TITE Dust Protectors 


~ 9 
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“DEPENDABLE! 
* 


that’s why thousands of 


VIKING 
TRUCK PUMPS 


have been installed 
this past year 

for Delivery 

and Transport 
Service 


FIG. 24 
200-300 G.P.M FIG. 124 


Packed type pump 
shown with tapped 35-50-90-150 G.P.M 


LOE 
ports ; Packed type pump 
shown with valve 





on head 


FIG. 424 \ | ata 
PAVESI UM CH eB 
Mechanical seal type 


pump shown with 
flanged ports 


Many Viking Truck Pumps have replaced other pumps. Many other Vikings have been 
installed on new trucks. You see, operators, who want good service for years plus 
full capacity to meet their needs, know they can depend upon Viking Truck Pumps. 


And with Viking pumps you also get... 


® Fast, positive delivery. ® Extra long packing box or me- 
chanical seal. 
® Revolvable casing for handy port 


locations. 8 positions. © Safety valve on pump head. 


y ® Large mechanical seal type pumps 
@ Integral thrust bearing of sturdy equipped with aluminum brackets 
construction. for lighter weight. 


For complete information, write for catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U. S. A. In Canada, It’s ‘‘ROTO-KING’’ Pumps 


Offices and Distributors in Principal Cities * See Your Classified Telephone Directory 


NATIONAL 


Letters 


More on 2¢ Differential 


I would like to clarify my remarks 
made during a Federal Trade Com- 
mission hearing last June, which were 
widely printed. The reference about 
my stating that a 2¢ spread to major 
prices being a license to steal was 
brought about in the following 
maner. 

I was asked what I would think of 
the independent’s position if the major 
companies were required by law to 
sell 2¢ over the private branders. I 
asked the question, would we have 
freedom of raising or lowering our 
price. The answer was yes. In other 
words, we could raise or lower our 
price to any point we wanted to, and 
the majors would have to follow, 
being always 2¢ above us. This, plus 
the fact that they would have to sell 
at the same price everywhere, is so 
ridiculous that it prompted my un- 
fortunate remark. 


CALVIN HOUGHLAND 
President 

Direct Oil Company 
Nashville, Tenn. 


Slip of the Type 


Our attention has been called to a 
discrepancy in the table appearing on 
page 135 of the June issue of NPN 
which was taken from Table 3 in our 
Flammable Liquids Code, NFPA No. 
30. The 4,000 gal. tank should read 
69,500 cu ft of free air per hour in- 
stead of 99,500. For tanks with a 
capacity of 735,000 gal. and also for 
unlimited the figures should be 648,000 
instead of 680,000 as reported. I real- 
ize, of course, that these are typo- 
graphical errors and since the mistakes 
are on the safe side I do not feel 
strongly about it. . 


MILES E. WoopworTH 
Secretary 

National Fire Protection Assn. 
Boston 


Burner-Service Cost 


There is no escaping the conclusion 
that the cost of an oil burner service 
policy is as high as it should go, and 
that better cost control of oil-burner 
service departments is expedient. Our 
company has concentrated on reduc- 
ing service truck costs by changing 
from regular panel trucks to small 
European trucks with a lower initial 
capital cost and lower operating costs. 


Leo J. HANLEY, 

Vice President 

John Heney & Son Ltd. 
Ottawa, Ont. 
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For Extra Headlamp Profits: 











New 6000 series Vision-Aid Headlamps with Spotlight 
Low Beams make all 5000 series headlamps obsolete. 
They vastly improve visibility in all types of driving 
... they give 2-headlamp cars more of the 4-headlamp 
efficiency. Switch over your customers and gain extra 
profits in the bargain. 

New Vision-Aid Headlamps with Spotlight Low Beams 
— initial equipment choice of leading car manufacturers 
— insure these extra profits. The Spotlight Low Beam is 


Replace Obsolete 7” Lamp 


EE SO Fe en 
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scientifically positioned where it’s needed most — down 
the right side of the road, away from the headlights of 
oncoming traffic. The more powerful high beam makes 
visibility on the open highway safer and easier. These 
Vision-Aid headlamps are long on reliable service, too. 
Insure your service work and your profits. Tell your 
supplier to make ’em Vision-Aid Headlamps with Spot- 
light Low Beams. Automotive Products Division, 
Tung-Sol Electric Inc., Newark 4, New Jersey. 








‘s) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS - 
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MINIATURE LAMPS 


FLASHERS 
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ALL THE THRILLS AND SPILLS OF THE BIG TRACKS! 
This exciting, realistic game includes 10 sections of curved roadway, 2 sections 
of straight roadway, 2 powered racing cars, 8-piece ramp set, and transformer. 
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AUTOLITE 
STOCK CAR 
RACING GAME 


Manufactured by American Flyer especially for Autolite! 
This electric, remote-controlled racing game ($34.98 value) 
can be yours when you purchase Autolite Spark Plugs. 


Watch the kids’ faces light up when they discover this realistic, all-electric racing game 
under the Christmas tree. There's nothing like it anywhere that provides as much fun 
and excitement as this spine-tingling racing game now offered by Autolite. It duplicates 
the spills and chills of real racing . . . with authentic-looking hot rods . . . with figure-8 
grooveless track that gives each player an equal chance to win... with remote dual 
control transformer to make the cars go. It's a wonderful gift . . . one that’s easy to 
get now and lay away for Christmas! Don't delay. Your Autolite Spark Plug Wholesaler 


has all the money-saving details. Call him today! 
THE ELECTRIC AUTOLITE COMPANY, TOLEDO 1, OHIO 


=. ¢ @AUTOLITE. 


WHOLESALER 
Py SPARK PLUGS 
DETAILS PROVED IN COMPETITION FOR ALL CARS 


GE SURE TO TUNE IN “NEWS ON THE HOUR” NBC RADIO—SPONSORED BY AUTOLITE. 
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THOMAS HERB, ADMINISTRATIVE 
mGR., of Save Way Stations, Inc. 


WELL-KNOWN EXTERIOR of 
Save Way service station. 
; 


THIS NATIONAL SYSTEM paid 
for itself in less than one year. 


“Our ational Accounting System 


saves us*6,600 a year... 


returns 102% annually on investment.”’ 


—Save Way Stations, Inc., Philadelphia, Pa. 


“About two years ago, we installed a 
National Accounting System to handle 
our increased paperwork demands 
more efficiently. The installation has 
proved most effective and profitable. 
“We use our National System for 
accounts payable, sales analysis, and 
payroll preparation. In all these ap- 
plications, our National Accounting 
System has provided us with time sav- 
ings, error savings, and money savings. 
“While we have experienced consid- 
erable business growth since installing 
this system, we have not had to hire 
additional accounting personnel. Fur- 
thermore, our National System permits 
us to keep records up-to-date... read- 


ily available for complete examination. 
I might add that it has many features 
which insure thorough accuracy in this 
record keeping. 

“Our National Accounting System 
paid for itself in less than one year’s 
operation. Today, these savings are a 
part of our profit. These features— 
plus many more—make us feel our 
National System has been an extremely 
worthwhile investment.” 


Administrative Manager 
of Save Way Stations, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


14 


NATIONAL 


Your service station, too, can benefit 
from the many time- and money-sav- 
ing features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National’s 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages in your 

phone book.) 


* TRADE MARK REG. U. S. PAT. OFF. 
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Money-Making Ideas 


Do-it-yourself kits are 
popular with customers 
... Station helps school 


DO-IT-YOURSELF kits are popular 


with customers of Atlantic dealer Stan 
Warner in Harrisburg, Pa. The dealer 
makes up kits containing a spare fan 


belt, wiper blades, and other emer- 


gency items, packages them in inex- AN CLOSING MACHINES 
pensive plastic bags. C 


“BOOSTER DAY” for the local high 
school found a Flying A station in 
Connecticut donating the day’s profits. 
High-school students and townspeople 
helped staff the station for the day. 
Bakeries and soft-drink companies 
donated food for attendants and cus- 


tomers. 


FREE AIR for his farm customers— 
that’s the sales builder used by Skelly 
tank station salesman Ray Ringgen- 
berg. A used air tank, 50-ft. of hose, 
a gauge, and a tester are the only 
things needed. 


$ 


TRAILER PARKS offer a source of 


potential sales. Send your repair 

trucks out to offer servicing for autos a Angelus seamers are d 

or trailers—washing, waxing, lube. round can closing reqyrements for all types of 
$ petroleum products, 

up to 500 cans per g 

ROAD MAPS can pull business if 

wisely distributed outside a station, as 

well as if displayed within the station. 

Strategic spots often overlooked are 

bus terminals and in the cars of near- 

by car-rental agencies. 


$ 


SOME DEALERS are cashing in on 
the suburbia second-car market. Spe- 
cials offer tune-ups, brakework, and 
other services designed to simply keep 
the family’s second-best auto in run- 
ning condition. 


HUMBLE service-station agent Gor- 
don Young in Baytown, Tex., has 
substituted a full commission incentive 


plan for salaries. It’s based on 40% : ‘ 

of his gross profits. Commissions are | Sanitary Can Machine Company 
higher on hardest items to move (40% 

on tires, 15% on oil, etc.). 


$ 
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Motorists recognize and stop at stations with the Phillips 66 shield. 
This Phillips reputation for fine products and friendly service means 
new customers for you as a Phillips 66 Dealer or Jobber. In addi- 
tion, Phillips helps you establish a secure future by means of this 
continuing business-building program: 


e High quality products @ Selling advertising ¢ Effective sales training 
e Business counseling @ Construction and improvement guidance @ 
Attractive credit policies ¢ Outstanding sales promotion aid. 


Call or write today. Find out how you benefit from a Phillips 66 
Franchise. Sales Department, Phillips Petroleum Company, 
Bartlesville, Oklahoma. 


Successtil Businesses are Built with Successtul Products! 


NATIONAL PETROLEUM NEws * November, 1960 








HUB OF YOUR STATION... 


Gasoline pumps are silent spokesmen, inviting 


the motorist to stop and buy. The pumps most persuasive in appearance as well 


as the most precise in performance are Smith 
DP a 








Twins are available 
in both L3 and Salesman-48 models 
Smith-Erie twin pumps have the same outside dimensions as the 
single pumps. They occupy a minimum of island space while sup- 
plying more volume by serving two customers at the same time. 


New Smith-EHrie 
submersible pumps 


feature these design 


improvements 


ELECTRICAL PLUG-IN eliminates the necessity of disconnecting wires and 
conduit when removing the pump and motor for servicing. Job can be done 
in minutes without the services of plumber or electrician. 


ELECTRICAL JUNCTION BOX is now part of stationary pump head, re- 
placing swivel-type separate junction box. Reduces the overall height of 
the discharge head a full 5”... permits easy installation closer to pit cover. 


ONLY TWO CAP SCREWS need be loosened to free the removable section 
from the discharge head. Two eye bolts make lifting removable section a 
snap. Again, no special tools or personnel are required for servicing. 


VERTICAL, CENTRIFUGAL PUMP is quiet and smooth running . . . gives 
long, dependable service. ’3 hp models serve up to four dispensers; 2 hp 
models serve up to six dispensers; % hp models serve up to eight dispensers. 


Smith-Erie was the first to build a motor-driven meter 
pump ... first to build remote pumping systems for service 
stations. In keeping with this tradition of leadership, 
Smith-Erie announces six improved submersible pump 
models satisfying the requirements of the largest and the 
smallest stations. All incorporate the new features described 
above — all are designed to give continuous service, econ- 
omy of installation, operation and maintenance. 


Smith-Erie offers a broad and completely integrated 
product line. Besides gasoline pumps, Smith-Erie produces 
petroleum meters in a complete range of sizes and pres- 
sures, airport and marine dispensers, hand pumps plus a 
wide range of accessories. Write direct for further facts on 
any of these products. 


Through research eS a better way 
AO.Smith 
2S a a N 


Smith- E22 Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, I\linois; Houston 2, Texas; Los Angeles 22, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U.S.A 


Litho in U.S.A 





Why do so many good 
service stations fail? 


Take a good location, a good operator, and sound com- 
pany supervision ...and, all too often, it becomes a 
statistic instead of a going business within a year or two. 
Cutting the failure rate of lessee-operated stations from 
the one-out-of-four reported by the National Petroleum 
Institute by just 50% would be a great step forward on 
all fronts of the oil marketing scene. 


Because of our work with service stations throughout 
the United States and Canada, we’ve accumulated some 
interesting data on this problem... data which you 
might find helpful. 


Where does the trouble start? 


Obviously, there is no easy solution to the problem of 
service station failures...or it would have resolved itself 
long ago. And many of the failures probably can’t be 
avoided. One business magazine editor, considering this 
problem, said there were three common causes of failure! 
(1) Over-extension of credit, (2) Just plain lousy book- 
keeping, and (3) dependence on gasoline as the sole 
source of profit. You might also add under-financing 
to the list. 


Too often, though, failure hits men who do not fall 
into these categories...men with the necessary business 
sense and the desire to succeed. These are the men who 
can be helped by a change in direction. 


The drift in profit focus 


Historically, the mark of the successful service station 
operator has been a healthy proportion of TBA and lube 
sales. This is not so true today. 


Accessory loaded cars riding on longer-life tires have 
seriously dented the TBA market. It has been hit from 
another direction by the low-margin, high-volume gen- 
eral merchandise firms. 








Rising labor costs consume more and more of the 
lubrication profit. In both areas, the Service Station 
operator is losing his profit “generator.” SERVICE 
STATION TUNE-UP FILLS THIS GAP. 


Most modern cars will run 100,000 miles with routine 
care. But they won't run well without a periodic tune- 
up. (We figure tune-up is needed at 10,000 mile intervals. 
Car manufacturers are leaning toward a 6,000 mile 
recommendation.) 


The important thing is this: there is no place to have 
needed tune-up performed. 


Garages aren’t prepared for the volume of tune-up 
work needed. They are hard-pressed for mechanics, 
space is at a premium, and they don’t have the frequent 
contact with the driver that’s needed to sell tune-up as 
a regular maintenance service. 


Because of strength in these same areas, it’s obvious 
that service stations should become tune-up centers. 
Thousands of Allen-equipped stations prove the point. 
A co-ordinated program of equipment selection, tune- 
up training, and merchandising leads to important tune- 
up profits. I[¢ invariably builds gasoline, lube, and TBA 
volume, too. 


These are our reasons for suggesting tune-up in your 
service stations. They are reasons backed by equipment, 
training, and promotional aids designed especially for 
service station use. The results are a matter of record. 


If you would like to see just how tune-up can be 
profitably applied to your operations, we will appreciate 
a chance to visit with you...either at your office or here 
in Kalamazoo. There’s no obligation, of course, and 
there is considerable promise of mutual profit. 


Cordially, 








Uvleurf 27. 


General Sales Manager 





(ALLEN) 


ALLEN ELECTRIC and EQUIPMENT COMPANY 


KALAMAZOO, MICHIGAN 


2101 NORTH PITCHER STREET 
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Sterling Wooten is pleased with his custom-built bulk plant 


F 


rar 
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Two-way intercom connects loading rack with dispatcher 


The Southeast: Jobber Wooten 


After 33 years in a makeshift headquarters, this Tarheel distributor 
is doing business at a new stand—and it's loaded with extras 


)}OR STERLING WOOTEN, Shell job- 
ber in Goldsboro, N.C., his new 
bulk plant is something of a dream. 
Having operated from makeshift 
headquarters since 1927, Wooten 
earned the chance to build a bulk 
plant to his own specifications. Here 

are some of its “custom” features: 
e A walk-in vault that also serves 


By B. E. BARNES 
Southeast Editor 
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as a file room. 

e A special drivers’ room where 
drivers can work on their books. 

e A “dispatcher’s corner” over- 
looking loading rack and warehouse. 

e A two-way intercom system be- 
tween dispatcher and loading rack. 

e Tanks grouped by products and 
separated by dikes. 

e A five-line loading rack with 
swing-around sleeves. 

Wooten moved into his new plant 


this summer. When he shows visitors 
around, he’s as enthusiastic as if he 
himself were seeing it for the first 
time. Says Wooten, “There aren’t too 
many jobbers that get to build them- 
selves a custom-made plant, and I 
realize how fortunate I am. 

“IT was plenty scared of the big in- 
vestment—in excess of $40,000— 
when we first started serious talk 
about a new plant. But now I feel we 
made the right move.” 
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Special room gives drivers a place to work on their books 


Masonry-and-dirt dikes surround and separate tank groups 


Guided Tour 

You first enter a 2,400-sq.-ft. office 
building that features a customer- 
service counter just inside the front 
door. A large general-clerical work 
area is behind the service counter, and 
handsome executive offices lie off to 
the right of the open-office space. 

Wooten wanted a good-sized safe 
to hold cash, checks, and important 
records. Instead of buying a large 
safe to fit a corner or closet, he made 
a safe-vault of his entire filing room. 
The 180-sq.-ft. vault is considered al- 
most fireproof, having special fire- 
resistant walls of 12-in.-thick brick, 
and a reinforced-concrete roof. The 


combination-locking safe door, 4'2- 
in. thick, has a “B” classification fire 
rating. That means it would take four 
hours of intense heat to burn through 
it. Made by the Mosler Safe Co., it 
costs $600. Total cost for the entire 
vault-file room was $3,600. 
Another answer to a jobber prob- 
lem is a special driver’s room where 
drivers can work on their books, han- 
dle money, and wait for dispatches. 
Besides giving drivers a comfortable 
place to do business, the 120-sq.-ft. 
room cuts down on time-wasting small 
talk between office personnel and 
drivers, since the only entrance to the 
room is from the outside. Three 
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Dispatcher’s corner looks out on loading rack and warehouse 


Swing-around sleeves permit loading from both rack sides 


Builds a ‘Custom’ Bulk Plant 


teller-like windows connect with the 
office, so that drivers can exchange 
money, bills and business talk with 
office personnel. The entire cost for 
the room was $1,800. 

Dispatcher’s Area—In another part 
of the new office is the dispatcher’s 
corner. No product, bulk or canned, 
can leave the yard without the dis- 
patcher’s knowledge, because he can 
see the loading rack and the ware- 
house from his desk. And he can 
always be in contact with the rack or 
warehouse by means of the two-way 
intercom system. When a truck comes 
to load, the driver can talk directly 
with the dispatcher on quantity to be 
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Regions 


loaded and calls to be made. Cost of 
the intercom system was $200. 

Storage Tanks—There are seven 
storage tanks at the new bulk plant, 
located about 100 ft. from the ware- 
house and 50 ft. from the loading 
rack. They were placed this way to 
get maximum insurance-premium sav- 
ings. At Wooten’s old bulk plant, stor- 
age tanks were located close enough 
to the building to raise his insurance 
rates to 0.398¢ per $100. By separat- 
ing the product by dikes and space 
from the warehouse, Wooten gets a 
new rate on insurance. 

For group 3 products (fuel oil and 
kerosine), the new rate is .144¢ per 


$100. For group 5 products (gasoline 
and solvents), the new rate is .27¢ per 
$100. This means he saves from 12¢ 
to 25¢ per $100 on insurance pre- 
miums, 

‘lnere are two 27,000-gal. storage 
tanks at the new bulk plant for fuel 
oil and kerosine; three 12,000 gal. 
tanks and one 10,000 gal. tank for 
gasoline; and one 8,000 gal. tank for 
solvent. A three-ft. dike surrounds each 
tank group. The outer dike is of thick 
masonry wall, and the inner dike, 
separating the two fuels, is of grass- 
covered dirt. Cost of diking was $700. 

Pumping units for gasoline are two 
three-inch Gorman-Rupp, Model 





Before specifying this Fall... 


ee 
AuTOQUIP LIFT 


Oil industry execu- 
tives are well aware 
obtaining efficiency 
with lifts of maxi- 
mum reliability adds 
up to vital business- 
building service, sub- 
stantial profit. Ob- 
jectively, in every 
category of compar- 
ison, Autoquip Lifts 
are proved. Whether 
economy is consider- 
ed or not, Autoquip 
Lifts rate first! Com- 
pare... check these 
Autoquip “Space- 
Miser” Lift facts 
when you specify: 


1. The “Space-Miser” handles all cars .. 


compact, conventional! 
Substantially lower initial cost! 
Far more under-car working room! 


Service is almost a thing of the past! 
. Safety unlimited! New design makes Autoquip 


the safest lift available! 


. Seals aad bearings guaranteed for 10 years! 
Maximum under-car accessibility—more than 


twice that of any other lift! 


. foreign, 


The Autoquip 
Liftathon: 


FINAL RESULTS 


Operating in a sealed cage, an 
Autoquip “Space-Miser” Lift 
has been raising and lowering 
a full-size car since March Ist, 
1960. The fantastic results: 


After lifting 5000 Ibs, 
nearly 4,000,000 ft. in 
388,441 lift cycles— 
the equivalent of 269 
years of average field 
service —the initial 
seal-ring wore out. 
Feeler gauges read- 
ing .0005 inch showed 
no wear in bearing! 
Therefore, every con- 
testant guessing in ex- 
cess of 388,441 count 
receives an RCA port- 
able transistor radio. 





03c3B, self-priming centrifugal pumps. 
Fuel-oil pumps are three-inch Mar- 
lowe, Model 34 EL-13, both self- 
priming and centrifugal units. Pump 
for the solvents is a Goulds two- 
incher. All tanks have Mootmann 
gages that give feet-and-inches reading 
at operator’s eye-level. 

The tank-farm area’s brick wall has 
filling points that project through the 
brickwork for easy hookup to tank 
wagons. The intakes allow a 6,700 gal. 
tank wagon to unload in an average 
of 30 minutes. 

Loading Rack—The loading rack 
at Wooten Oil has five lines, all with 
swingaround sleeves that allow load- 
ing at either side of the platform. All 
lines are Wheaton Type-601, 3-in. 
Two lines load fuel oil, two gasoline, 
and one solvents. The four lines that 
handle fuels are equipped with Nep- 
tune Model 433 Printo-O-Meters. The 
meters themselves are Neptune, Type 
4, Series 2, 150 gal.-per.min. A Bow- 
ser 2-in. meter is used for the solvent- 
loading unit. 

Warehouse—Wooten’s new ware- 
house, joined to the office at the rear, 
is a steel prefabricated building with 
6,000 sq. ft. of floor space for pack- 
age goods. He pays less insurance on 
it too, saving aporoximately .666¢ over 
rates on his old metal-on-wood frame 
warehouse. 

No more will odds and ends that 
clutter up a storage space be a prob- 
lem for Wooten. He now has an odds- 
and-ends shed behind the storage-tank 
area, where he can put the things— 
like customer-loan equipment—that 
jobbers have to put up with, but wish 
they could throw away. 

Trucks—Wooten covers his terri- 
tory with nine pieces of rolling stock: 
three fuel-oil delivery trucks; three 
combination gasoline-oil trucks 
equipped with gravity-flow meters to 
cover rural routes; one 6,750-gal. 
transport: one flat-bed truck for loaned 
equipment; and one burner-service 
truck. 

With these vehicles, Wooten serves 
Shell products to customers in two 
counties and parts of four more, all 
within a 25-mile radius of Goldsboro. 


How Wooten Oil Grew 


Sterling Wooten started marketing 
oi] 33 years ago as an independent 
jobber under the TWOCO brand 
(Thompson-Wooten Oil Co.) in Golds- 
boro. In 1928, he began selling under 
the Tidewater brand, and the next 
year switched to Shell. Now he has 
51 dealer stations, and another 24 
outlets that are long-term-leased or 
owned. 

Before moving into his new bulk 


NATIONAL PETROLEUM NEws * November, 1960 





plant, Wooten operated from an old, 
crowded site across town. He still 
keeps four storage tanks at the old 
site, because the new plant has no 
railroad siding now. But he’s discon- 
tinued completely a subplant at near- 
by Mt. Olive. 

Wooten is also franchised to oper- 
ate aS a common carrier, under the 
name of Coastal Transport Inc. He 
owns or leases eight transports (6,500- 
7,000-gal.). In certain seasons, he 
leases 10 to 20 flatbed trailers to haul 
agricultural products. 

Wooten moves between 5- and 6- 
million gal. a year—60% gasoline and 
solvents, the rest fuel oil. 


The West 


Retailers seek change 
in fire codes to get 
heavy-repair work 


SERVICE-STATION operators in 
San Francisco are quietly waging a 
legal battle to gain city permission to 
do heavier repair work on _ their 
premises. 

Since 1946, service stations in the 
area haven't been able to do any auto 
maintenance beyond the level of 
spark-plug exchange, carburetor ad- 
justment, radiator-hose replacement, 
and single-brake and point adjust- 
ment. Now, through the San Fran- 
cisco Petroleum Retailers Assn., 
they’re trying to get the city fire code 


amended so they can perform motor | 


tuneups, muffler and tailpipe work, 


complete brake jobs, and windshield- 


wiper motor-repair work. 

Chief opponent to the revision of 
the code is the San Francisco Auto- 
motive 
Assn. When both associations were 
affected by a recent hike in business- 
license fees, the retailers’ group pro- 


tested on grounds that their fees have | 


been consistently higher than those of 
the garages, despite work restrictions. 


Both sides admit the present law is | 
often broken by service-station oper- | 
ators, but a Petroleum Retailers’ | 


Assn. spokesman labels the law “thor- 


oughly unworkable.” Most retailers | 


can’t see any fire hazard in replacing 


a windshield-wiper motor or a water | 


pump, he said. 


Ownership of Whiteman Fuel Co., | 


Wenatchee, Wash. has changed 
hands. The heating-oil jobbership is 


now owned by George Bayles, who | 


operates Bayles Bros., a heating-oil 
firm in Seattle. Bayles’ new acquisi- 


tion is being managed by Clem Aber- | 


crombie, Whiteman employe. 








Maintenance and Garage | 


BENNETT’S NEW 


SERIES 


ELECTRIC UTILITY PUMP 


You now can offer your customers an eco- 
nomical electric pump with dependability 
and convenience, traditional with Bennett’s 
standard of quality. 

The Series 57 is lightweight, portable and 
easily installed. Well engineered, it utilizes 
a direct drive-type pumping unit, which is 
permanently lubricated and designed with 
a minimum of moving parts —no belts or 
gears. Durable red baked-enamel finish is 
weather-resistant. All power units deliver 
12 gallons per minute, and are U-L listed. 
Three models — pedestal, skid tank or un- 
derground tank —are available, with choice 
of counters. Meters provide measurement 
for accounting purposes. 

The new Series 57 is ideal for farm, in- 
dustry, construction, estate and other non- 
commercial uses. Write for full details. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
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new delivery convenience 
and speed with 


SUSPENDED MOUNTING 


MODEL 3604 e 125 GPM AT 545 RPMe PRESSURES TO 100 PSI 


Roper Series 3600 tank truck pump in #4 size is now available in 
new suspended mounting. When mounted, pump is located di- 
rectly behind cab, suspended from steel T-shaped piping arrange- 
ment cradled in bracket on top of tractor chassis frame. Suspended 
pump mounting makes installation and removal fast and easy. 
Combination of slip joint power take-off drive allows quick ex- 
change of pump for transfer of different liquid. While one pump 
is being cleaned, another can be installed, so that no delivery time 
is lost. This interchanging of pumps is often less expensive . . . 
often much safer . . . than cleaning pumps in installed position. 


ALL-WELDED CONSTRUCTION eliminates leak problems found 


in tubing or threaded joints. 


TAPERED DISCHARGE LINE and bottom drain plug makes 
drainage easier, more complete. 


ENDS OF CROSSBAR provide hose connections for curb or 


street side mounting. 


LIGHTWEIGHT CONSTRUCTION needs no channel brackets or 


other supports. 


For information about your specific pump needs, 
contact your nearest Roper dealer 


tO) ad — a 


HYDRAULICS, INC. 


Dependable pumps 
since 1857 
COMMERCE, GEORGIA 








The Southwest 


Independent, unbranded 
refiner soon may fade 
and stable prices come 


THE ERA of the independent, un- 

branded refiner seems to be coming 

to an end in the Southwest. In the 
future, this may 
contribute more 
toward _ stabiliz- 
ing gasoline 
prices than all 
other efforts of 
the last few 
years. 

Some will be 
saddened by the 
passing of an age 
in which a man 

By Marvin Reid went out, built 

himself a  gaso- 
line brewery, and sold his products on 
the “open market” without worry 
about a big sales force, service sta- 
tions, and the like. 

But most of the independents, of 
which the Southwest has an abund- 
ance, are now doing one of two 
things. They are either marketing un- 
der their own brand name, or they 
are acquiring private-brand _ firms. 
The objective in either case is the 
same—*“controlled” or “assured” out- 
lets. 

Independents want controlled out- 
lets for two reasons: 

e The major-company market 
they once had no longer exists. 

¢ Competition in the private-brand 
market is extremely keen. 

Some independents trying to assure 
themselves a market are: H. L. Hunt, 
Murphy Corp., Delhi-Taylor, and 
Eastern States Petroleum. In the last 
five years, the Southwest has also 
seen such firms as Ingram Oil, Texas 
Gas, and Bay Petroleum (now Ten- 
nessee Oil Refining Co.) go branded. 

There was a time when the sales 
staffs of these independents consisted, 
usually, of a man, a secretary, and a 
telephone. 

That operating method started to 
fade at the end of World War II, and 
came to an end after the Korean 
War. Majors became self-sufficient, 
which means they had enough refin- 
ery capacity to take care of their 
needs. The independents, who had 
sold to them for years, had to look 
elsewhere. 

Most looked toward the private- 
brand jobber market in the beginning, 
because that was about the only place 
left to look. 
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The resulting battle for the private- 
brand business has had more to do 
with chaotic price conditions in the 
last few years than any other single 
factor some believe. It got to the 
point where those one-man sales 
forces were driven to taking rest 
cures, and any semblance of sensible 
price structures ceased to exist. 

At one point private-branders, bar- 
gaining for good products at lowest 
possible price, could buy at well be- 
low what is known as the Gulf Coast 
cargo market. In better days this 
market was restricted to cargo buyers 
only, and you had to buy products in 
slugs of 20,000 bbl. or more to get 
the special cargo price. 

When competition drove price to 
private-branders down to and below 
this cargo price, it meant the private- 
brand jobber was getting as much as 
a 10¢ or 11¢ margin, provided retail 
prices were “normal.” Such a price 
cushion, of course, made retail cut- 
ting inevitable among volume-hungry 
jobbers. 

Some believe we will see a dimin- 
ishing of this situation in the future. 

Southwestern independent-refinery 
gasoline will continue to be available 
to private-branders. Most independ- 
ent refiners, however, by acquiring 
other companies or starting branded 
operations, are insuring that they will 
not have to sell to uncontrolled ac- 
counts. As the transition to controlled 
business becomes more pronounced 
among the independents, wholesale 
prices should improve corresponding- 
ly. Retail price stability should follow. 

Prices seem to be on the mend in 
the Southwest. The trend started in 
late summer. Several Southwest job- 
bers said the area was as free of price 
wars in September as it had been in 
the last two to three years. 

The independent-refiner supply to 
private-branders wasn’t the only fac- 
tor involved, of course. The with- 
drawal of competitive allowances to 
major-brand dealers played a big part. 


>The private-brand picture in New 
Mexico is changing gradually because 
some of the prominent private brands 
are handled by integrated companies. 
The result is that there are fewer in- 
dependent private-brand distributors 
than there used to be. 

Among integrated companies with 
second-line brands are Humble, which 
also features the “Arizona” brand at 
private-brand outlets; Standard of 
Texas (Standard of California subsidi- 
ary) which has activated “PDQ” as 
a private brand; Frontier Refining, 
which offers “Beeline”, and El Paso 
Natural Gas, which uses “Dixie” as a 


Regions 


second-line brand. In quite a few of 
its stations, it still sells both brands. 

The New Mexico gasoline market 
is considered “fairly clean”, and has 
been that way for a year. Dealer al- 
lowances have been eliminated except 
for an occasional 1¢, an Albuquerque 
marketer reports. Under-canopy dis- 
counting keeps the market edgy, 
another Albuquerque marketer re- 
ports. 

The retail price for regular-grade 
gasoline “should be” 22.9¢ per gal. 
(ex taxes). Most majors have been at 
21.9¢ and some at 20.9¢ while pri- 
vate-branders mostly post 18.9¢. 

New Mexico oil marketers offer 
“the JP Scandal” as their pet peeve. 
Along U. S. Highway 66, a motorist 
is liable to be picked up on any pre- 
text, infraction or not. He is whisked 
to a nearby justice of peace, who 
slaps a quick fine which the motorist 
pays to save time. One justice of 
peace received $23,000 in fines last 
year, a local marketer reports. Oil- 
men are sore because they feel the 
high-handed tactics give the state a 
bad name. 


The Rockies 


What Mobil’s doing in 
Denver ... Frontier and 
Beeline push northwest 


MOBIL’s stepped-up marketing in the 
Rocky Mountain area is being watch- 
ed closely by other oil companies, but 
so far the extent 
of the Mobil ex- 
pansion is_ not 
clearly defined. 

Until last 
spring Denver 
was perhaps the 
largest city in 
Mobil’s  market- 
ing area where 
it did not have a 
direct operation. 
The purchase of 
B. F. Bennet Oil 
Co. (NPN—July p29), long-time dis- 
tributor for Mobil, gave the company 
a 250,000-gal. bulk plant, a truck 
fleet, and 30 retail outlets. Mobil is 
also represented in Denver by another 
jobber, National Oil Co., serving 
about 30 outlets in the area. 

W. F. (Bill) Baker, recently ap- 
pointed manager of marketing of 
Mobil’s Denver district, said volume 
has been pushed up by increases at 
individual outlets and that some build- 
ing expansion is under way. This will 
be mostly in the Denver metropolitan 


By Frank Pitman 
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BOOST 
ADD 
QUART 
SALES! 


LET US 


CHECK YOUR Oil 


BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto * Montreal 
Winnipeg * Vancouver 





SALES AGENCY 


T0 SELL 
MORE TIRES 
PUT EM ON 

DISPLAY 


MORRISON-INTERNATIONAL 
50-TIRE 
MERCHANDISER WAREHOUSE 


Tell your customers you're in the tire business. Show them the tires you 
have to sell. Watch your sales increase with this complete Tire Center. 
This attention-getting, all steel, merchandiser warehouse is protected 
against weather and theft. Saves you money on tire handling, too — like 
adding an extra man to your station. Put this hard working, silent salesman 
to work — watch your tire sales soar. 


MODEL #50 
50-Tire 
Complete Tire Center 


Doors lift and roll on ball 
bearings, disappear into unit. 
Solid locking bars run through 
tires to prevent theft. 10 ft. 
long, 4 ft. wide, 3 ft. high to 
top of sign. You turn waste 
space into earning space with 
this complete tire center. 


ATTENTION TIRE MANUFACTURERS AND PETROLEUM MARKETERS. Morrison- 
International Tire Racks and Warehouse Merchandisers can help you move more tires. 
Write for full information on our Special Promotional Plan. 


THREE STAR SALES CORPORATION 


56 W. MAPLE STREET 
CHICAGO, ILLINOIS ENGLEWOOD, NEW JERSEY 
Ph. MOhawk 4-3342 Ph. LOwell 7-1700 


NATIONAL 


12 DEPOT SQUARE | 3453 CAHUENGA BLVD. 


Ph. HOllywood 2-0867 


Manufactured by 


INTERNATIONAL EQUIPMENT A Div. of MORRISON-INTERNATIONAL CORP. 


2485 WALDEN AVE. + BUFFALO 25, N.Y. 


A Subsidiary of Ryder System, Inc. : 








LOS ANGELES, CALIFORNIA 





area. Baker’s district includes all of 
Colorado, Wyoming, and _ western 
Nebraska. 

In the past few weeks Mobil has 
started construction on three large 
service stations in the Denver area. 
They will be operating by the first of 
the year. Baker said that’s the extent 
of present building plans there. 

Latest reports show Mobil running 
sixth both in Denver and in Colorado 
in number of service stations. State- 
wide, the ranking is Conoco 680 sta- 
tions, Texaco 557, Standard of In- 
diana 541, Phillips 412, Sinclair 271 
and Mobil 247. Next are Bay with 
235 and Carter 232. 

The ranking is different in the Den- 
ver metropolitan area, where Stand- 
ard is first with 183. Texas has 165, 
Conoco 152, Phillips 130, and Carter 
83. Mobil, Bay, and Chevron are 
next with 73 each. 


Canada 


Why Hamilton doesn't 
want station zoning 


... TBA probe begins 


HAMILTON (Ont.) Planning Board 
has decided 100% against setting up 
special zones for service stations. At 
a board meeting preceding this deci- 
sion, discussion went like this: 

“A service station is no more ob- 
noxious than a drug store. At least 
you don’t have the whole area litter- 
ed with wrappers.” 

“I hear that ‘gas’ stations in the 
U. S. are built to look like high-qual- 
ity homes.” 

“That sounds good. When they go 
broke, as most of them do, they can 
live in them.” 

“You can’t treat stations any dif- 
ferent than ice-cream stands.” 

“Maybe they’re not so bad. At least 
they open up blind corners.” 


Toronto  service-station operators 
are being surveyed to find out wheth- 
er large oil companies exert pressure 
on them to buy and sell TBA. 

K. W. Langdon of the Ontario Re- 
tail Gasoline Assn. said the survey, 
conducted by Blankenship Gruneau 
Research Ltd., is government spon- 
sored. He charged that some oil com- 
panies require dealers to buy TBA 
from certain wholesalers, who then 
give the oil firms a “kickback.” 

Vv. C. Gruneau, president of the 
surveying firm, refused to say wheth- 
er the job is government commission- 
ed, but described it as “political 
dynamite.” 
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The East 


Latest Pure truck stop 
... Signal victory won 
by Shotmeyer Brothers 


PURE OIL’s latest truck-stop service 
station in West Springfield, Pa., is 
not to be taken as a sign that Pure 
is about to rein- 
vade Pennsyl- 
vania, says the 
company. 

The big reason 
why the new 
truck stop is 
located at the 
intersection of 
Route 6N = and 
Erie Thruway in 
the northwestern 
part of the state 
is this: Pure’s 
former truck stop on Route 20 in 
Conneaut, Ohio, a few miles away, 
was bypassed by a new road. Its op- 
erator, Frank Talarico, wanted a new 
truck-stop site, and the one in West 
Springfield filled the bill. 

Pure points out that it also has 

a truck stop near Pittsburgh, so pre- 
sumably, if it wanted to move into 
Pennsylvania in a big way, it could 
have done so before now. 
_ Pure’s West Springfield truck sta- 
tion is on a 12%-acre plot of ground, 
has ample parking space for trucks, 
and offers service for highway rigs 
at 16 islands. It also caters to pass- 
enger cars through two islands. Other 
facilities include an air-conditioned 
restaurant for 60 persons, air-condi- 
tioned sleeping rooms for 22 drivers, 
a conference room, dispatcher’s of- 
fice, and two drive-through lube bays 
that can handle “anything on the 
road.” 


By 
Cornelius Brodersen 


PShotmeyer Bros., New Jersey Mo- 
bil jobbers, have won what they think 
is a signal victory in a case involving 
prior nonconforming use of a service 
station in Hackensack. 

Shotmeyer Bros. bought the station 
from Gulf Oil Co. Before the sale, 
Gulf had been unable to find an oper- 
ator for the facility and had kept it 
boarded up. The Hackensack building 
inspector, acting under a city ordi- 
nance, presumed the station abandon- 
ed because it had been closed over a 
year, and refused to renew the certifi- 
cate of occupancy. Shotmever Bros. 
appealed to the city board of adjust- 
ment but were again turned down. 

Taking the case to court, Shot- 
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‘Truck-stop service station in West Springfield, Pa. is Pure Oil’s latest model, with 
sleeping rooms, dispatcher’s office and drive-through lube bays for drivers 


meyer Bros. cited a New Jersey 
statute which stated that closing a 
station for financial reasons did not 
constitute abandonment of noncon- 
forming use. They said that under the 
statute the idea of abandonment was 
defined not by how long a station was 
closed but rather by the intent of the 
user to abandon it. They then went on 
to prove that Gulf had continually 
tried to reopen the station. 

The judge’s decision, overruling 
the board of adjustment, supported 
this reasoning. The Shotmeyers view 
their suit as a test case, one that 
should help other oilmarketers con- 
fronted with zoning-law changes. 


Maine Oil & Heating Equipment 
Dealers Assn. is offering members a 
series of envelope stuffers designed to 
tell accounts just what a MOHEDA 
member offers. 

The first in the series introduces 
accounts to MOHEDA and sells the 
idea that accounts should look for the 
MOHEDA emblem in looking for a 
supplier or service. Others in the 
series deal with the oilheat package 
(automatic deliveries, yearly equip- 
ment check, and emergency burner 
service) available from MOHEDA 
members, and modernizing oil-heat 
equipment. The latter’s pitch: An- 
tiques belong in museums, not in base- 
ments. 


Two Tidewater jobberships have 
taken time out from their routine op- 
erations to celebrate business anni- 
versaries. 

Slezak Brothers Oil Co., Amster- 
dam. N.Y., has marked its 25th vear 
in business, and Breen Oil Co., Holy- 
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oke, Mass., recently passed its 30th 
birthday. 

The Slezak brothers, Frank and 
Steve, received a 25-year plaque at a 
gathering of Tidewater marketing of- 
ficials. The presentation was made by 
Robert G. Reed III, eastern division 
marketing manager. Serving Fulton 
and Montgomery counties, the Slez- 
aks handle about 2-million gal. of 
gasoline and heating oil. 

Breen Oil Co., with a 3-million gal. 
volume of gasoline and heating oil, 
was set up by Charles Breen. Now 
his three sons, Charles, Donald, and 
Roger, operate the jobbership. 


Four more heating-oil jobbers in 
the area are for the first time offering 
their accounts oil that contains a 
multi-purpose additive. Using Petro- 
Miser 20 additive are J. B. Richard- 
son, Esso distributor in Trenton, 
N. J.; Peoples Oil Co., Stamford, 
Conn.; Southern Maryland Oil Co., 
a Texaco jobber in La Plata, Md.; 
and Cooper Oil Co., a Chevron dis- 
tributor in Port Jefferson, L. I. 


>The Buffalo gasoline market is at- 
tracting majors as well as private- 
branders. One of the majors becom- 
ing more active in the area is Shell 
Oil. In re-entering the market. Shell, 
which hasn’t had a station in Buffalo 
since before World War II. is opening 
an outlet in Amherst, northeast of the 
city, and is building a couple more in 
Niagara Falls. 

Deals are said to be in the works 
for perhaps six more station sites. 
Shell is reportedly planning to open 
stations at the rate of 10 a year for 
the next three years. 
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Converting to a tight fill system? 





conventional 
manholes 


COST: *o0" 


3% hours 3 
concrete repair 


which conversion route will you take? 


Exactly! Converting with Buckeye 


No. 717-D is this simple: Remove 
old manhole. Remove existing fill 
cap and replace it with any tight 


fill adapter. Just install adapter and place the 
Buckeye No. 717-D Manhole over the opening. No 
concrete to replace. No need to extend the fill pipe. 
The No. 717-D is gently rounded to fit over the fill 
cap with room to spare. 


Two sizes—9” and 11” I.D., both with 24” 0O.D.— 
to convert to any size tight fill system. Economical 
way to repair other installations, too. Reinforced cast 
iron construction. Ready for immediate delivery. 


*Costs and installation time are approximate, i enaine- diihiate Gmunh eammeee 
é.. Box 883, Dayton, Ohio 
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United Refining Co., of Warren, 
Pa., is branching out to tap new 
wholesale markets in central and east- 
ern Pennsylvania. Branded jobbers 
believe more unbranded gasoline will 
be coming into their areas as a result 
of United’s move. United is mum 
about where its products—gasoline, 
kerosine, fuel oil, and diesel fuel are 
going, other than “the wholesale 
market.” 

United has set up in Harrisburg 
an Eastern Sales district headed by 
Jack F. Fallin, and is backing up this 
sales effort with two terminals, one 
at Williamsport and one at New 
Kingston, near Harrisburg. 

Product from United’s refinery at 
Warren will move to the terminals 
in 20,000-gal. jumbo tank cars. “We 
have leased a fleet of 20 such cars,” 
says J. P. Wendell, executive vice 
president. 


Major Fuel Oil Co. of Philadel- 
phia has its eye on heating-oil ac- 
counts in the suburban area north of 
its home city. The former independent, 
now owned by Atlantic Refining, is 
building a branch sales-service office 
in Levittown, Pa. 


The Midwest 


Oil-industry fight to 
reduce gasoline taxes 


defended in Michigan 


AN ACCUSATION by Michigan’s 
highway commissioner, John C. 
Mackie, that the oil industry’s cam- 
paign to reduce gasoline taxes “is as 
transparent as it is phoney,” brought 
a quick reply from William Palmer, 
executive secretary of the Associated 
Petroleum Industries of Michigan. 

Mackie had defended the amount of 
taxes on gasoline by pointing out that 
100,000 miles of debt-free streets and 
highways in the state were provided 
by funds from the taxes. He accused 
“some individuals and groups” of put- 
ting “their personal profit first and 
the public good second.” 

Palmer, in a letter to Mackie, de- 
fended the oil industry’s fight to get 
last year’s “temporary” 1¢ federal 
gasoline tax dropped (see page 94). 
He said abandonment of the tax 
would not reduce road-building pro- 
grams, since $1.7-billion of the $4- 
billion in gasoline, taxes now being 
diverted for non highway use, would 
be redirected to the highway-building 
program. 


Torrence Oil Expands 


Regions 


Just last year Torrence Oil Co., Birmingham, Mich., went into the oil-burner and 
heating-equipment sales and service business. Now Torrence—which claims to be the 
largest independent fuel-oil distributor in the state—is building a new office and 
warehouse to house the expanding business. Office will have modern oil-heat display 


POhio Oil Co. is taking another step 
to increase sales of its Marathon prod- 
ucts in northern Illinois through con- 
struction of a 9-million gal. products 
terminal southwest of Des Plaines. It 
is expected that the new facility will 
go onstream by March. 

Ohio will keep the terminal’s five 
tanks full via Wabash Pipe Line from 
Ohio’s refinery in Robinson, Ill., in 
the southeastern part of the state, to 
Griffith, Ind., where the line joins 
Badger Pipe Line to Des Plaines. 

The Des Plaines terminal will be 
Ohio Oil’s ninth fully owned and op- 
erated terminal in its marketing area. 


Omaha Public Power District, 
which furnishes electricity to about 
40 communities in Nebraska and 
lowa, is out to grab a bigger share 
of the local electric-heating market 
with lower electric-heat rates. 

The new 1¢ per kwhr rate goes 
into effect this month and will be ef- 
fective for the heating season through 
May 31. It should result in a 22% 
annual saving in electric-heat costs 
over the old rate, says OPPD. 

The lower rate puts OPPD in a 
positition to compete more effectively 
against oil heat and natural gas in 
the area. It applies to single- and 
multi-family dwellings that use at 
least 800 kwhr per month and to 
farms that use more than 1,100 kwhr 
per month. 
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Associations 


Northwest 


Jobbers, dealers praise 
first dealer workshop 


THE NORTHWEST Petroleum Assn. 
has sponsored a dealer management 
workshop, believed to be the first of 
its kind ever put on by a jobber 
group. Everybody’s happy with the 
results, especially dealers. NPA is 
making the workshop an annual event. 

Some 60 dealers and jobbers at- 
tended the pioneering conference, at 
Duluth, Minn. 

William Bradish, a Duluth dealer 
said, “As a new dealer, I had made 
so many mistakes that I was thinking 
of selling my station. At this meeting 
however, I found solutions to most of 
my problems and I now think that | 
can be a successful dealer.” 

Another dealer, Robert Anderson 
of Superior, Wis., stated, “I have, in 
the last two days, received more 
usable information than I have in any 
other two days in my business life. | 
hope to attend next year.” 

On the strength of similar reactions 
from the majority of operators at- 
tending the meeting, H. F. Horning, 
executive secretary of NPA, believes 
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that workshops can do much to com- 
bat the problem of dealer turnover. 
He said, “From now on, the work- 
shop for dealers will be a must on 
our annual docket.” 

The meeting began with a full day 
of speeches by oil executives. L. T. 
White, vice president of Cities Service 
Oil Co., spoke on management and 
record keeping. He was followed by 
John Shields of the Bennett Pump 
Div. of the, John Wood Co. speaking 
about customer relations. W. D. 
Lowe, Minnesota division sales man- 
ager for Pure Oil Co., covered per- 
sonnel relations. 

The remainder of the two-day con- 





NOW-a better pump 


for your consumer trade 


This new Tokheim Model 86-D 
Electric Power Pump is designed, 
built and priced to your consumer 
needs. Self-priming rotary vane- 
type pumping unit is powered by a 
Y, h. p. capacitor motor which starts 
easily on low voltage. Direct drive 
integral design of pump and motor 
increases efficiency. No mechanical 
seals, belts or packing. Pump deli- 
vers 14 gallons per minute. Includes 


General Products Division 


TOKHEIM CORPORATION 
FORT WAYNE, INDIANA 


1650 WABASH AVENUE 


ference was devoted to workshop ses- 
sions in which the participants dis- 
cussed the ideas of the speakers and 
exchanged information with each 
other on better ways to manage serv- 
ice stations. 

At the end of the program, the 
dealers were asked for their estimate 
of the value of the workshop. The 
benefit most often cited was the free 
exchange of ideas that could only be 
obtained in a workshop atmosphere. 

Veteran operator H. A. Nelson put 
it this way, “I have attended a lot of 
meetings in the last 20 years, but I 
can honestly say that this is the best. It 
has given all of us new ideas.” 


Tokheim Model 86-D 
Electric Power Pump Deluxe 


removable strainer screen, check, 
by-pass and relief valves. No foot 
valve is necessary. Tokheim de- 
signed meter with easy-to-read 
counter and totalizer. Handsome, 
low contour styling, rugged baked 
enamel finish. One-year guarantee. 
Model 86-D, we believe, is ahead of 
anything in the field. See it! Compare 
it! We think you will agree. Write 
for new catalog. 
Symbol of Excellence 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


ZPPKHEIM 


AND ACCESSORICS 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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Ohio 
Gasoline sales decline 


... Land prices jump... 


Merchandising pitch 


THE MAIN thing bothering Ohio’s 
oil marketers is the state’s high gaso- 
line tax. At 11¢ (4¢ federal, 7¢ state) 
it’s among the highest in the nation. 

Instead of the normal expected 
growth in gasoline consumption, the 
state recorded a 7,121,456-gal. drop 
in July, 2.5% below sales of July 
1959. This brought total sales at mid- 
year to 0.1% below those of the same 
period in 1959. 

Oil men attending the annual fall 
conference of the Ohio Petroleum 
Marketers Assn. blamed this decline 
mostly on the high taxes. 

“We've lost in Ohio more gallonage 
because of our tax structure than 
we've lost to the compacts, although 
I feel the latter has had some effect,” 
said Charles H. Miller, Zanesville 
Texaco consignee. “People who used 
to say ‘fill ’er up’ now buy $2 worth 
or $1 worth, and they’re not coming 
back as often either.” 

Humble Talk—Jobbers note that 
the intense competition expected from 
the invasion of Humble and Phillips 
hasn’t yet materialized, but the build- 
ing plans of the two firms have cre- 
ated other headaches for Cincinnati 
marketers. 

Elmo D. Hidy, president of 
Arrow Petroleum Co., said that al- 
though Phillips had announced plans 
for 100 stations in Cincinnati, they 
had put up only two. 

“The big thing the entrance of 
Phillips and Humble has done is to 
skyrocket land prices,” he said. “You 
can’t build on a good lot in Cincinnati 
now for less than $90,000.” 

Ageressive Merchandising—Rich- 
ard L. Kuss, vice president and sales 
manager of Bonded Oil Co., made a 
plea for more aggressive merchandis- 
ing at the service-station level. 

Kuss, appropriately dressed as a 
carnival pitchman, told the more than 
250 marketers that “merchandising as 
it is being done in the service station 
today . . . in most instances . . . is 
about as outmoded as_ Colonel 
Drake’s hat.” 

Kuss concentrated on three “pitch- 
es” in merchandising: displavs, direct 
salesmanship. and diversification. 

Of displavs he said: 

e “Make them big.” Kuss related 
how his companv had liquidated large 
stocks of garden hose and tires simply 
by creating huge piles of them. 

e “Make them unusual.” He said 
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UNIFORM SHOWN OF 65% “DACRON” POLYESTER FIBER, 35% RAYON. JACKET SHOWN: SHELL; 65% “DACRON” POLYESTER FIBER, 35% RAYON .. . INSULATED WITH 100% “DACRON” POLYESTER FIBERFILL. 





“DACRON” ADDS FRESHNESS TO PHILLIPS’ NEW LOOK 


Build prestige, build sales with handsome, stay-neat, comfortable uniforms containing “Dacron” 


Phillips 66 has found that better-dressed salesmen mean 
better business. That’s why Phillips has adopted good- 
looking uniforms of ‘“‘Dacron’’* polyester fiber and rayon. 
“Dacron” makes these uniforms comfortable, wrinkle-re- 
sistant—even in the rain! And uniform jackets of tough 16- 
ounce ‘‘Dacron”’ and rayon, insulated with 100% ‘‘Dacron”’ 
polyester fiberfill, keep salesmen warm in the bitterest 


*Du Pont’s registered trademark. Du Pont makes fibers, not fabric or clothes. 


H.D.LEE§ 
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@ durability, good looks. 


tailors uniform shown for extra-practicality, 


weather .. . yet they’re light enough for the most active 
job. Here’s a big extra; “Dacron” is so durable, so resistant 
to acid and abrasion, stays fresh so long, you'll really cut 
your cleaning and replacement costs. Takea tip from Phillips 
66: give your station a fresh new look 
that lasts with uniforms containing 
“Dacron”. Call your supplier today! 


86. u. 5. pat. OFF 
BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 


Arn. 
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large chickenwire baskets full of cans 
of upper-cylinder lubricant helped to 
sell 340 cans per station in 17 days. 

On direct selling: 

e “Make it easy for the customer 
to both see and feel the product.” 
Kuss cited his company’s policy of 
having operators hand a clean can of 
product to a customer with the com- 
ment, “Here’s a product of real 
merit.” The operator then services 
the car and, returning, says, “Shall I 
add a can today?” 














MAC'S SUPER 


ANGEL 


e “Keep it simple.” One of Kuss’ 
salesmen consistently outsold all 
others on batteries by taking note of 
dirty batteries in customers’ cars. 

On diversity: 

e “You can sell anything in a 
service station from pizza to pianos if 
it is properly merchandised.” 

Kuss added a word of caution on 
overexpansion. He said sale of diverse 
items must be a part of a balanced 
program with the emphasis still on 
motor oil and gasoline. 


FREE 


... from Mac’s, your 
most unusual 
premium offer ever — 
a plush, life-like 
poodle! Just order 

12 each of these three 
fast-moving Mac’s 
radiator products. 
You get a big 16” 
poodle and big profits, 
too. Be sure to order 
your supply today! 


GLOSS CO., INC. 





Pennsylvania 


Jobbers mull low No. 2 
margins, ‘dog’ stations 


SHRINKING MARGINS on heating 
oil and what to do about marginal 
service stations, topics not on the 
formal program, were discussed in 
formally by jobbers turning out for 
the fall meeting of Pennsylvania Pe- 
troleum Assn. at Pocono Manor. 

“Heating-oil margins are lower now 
than they were all last year,” was a 
common jobber complaint. Jobbers 
say they are getting a margin of 3.5¢, 
even as low as 3¢ in some cases, 
where-as last year margins were in 
the 3.9¢-4.1¢ bracket. 

What’s happened is that independ- 
ent suppliers and majors have not 
come up with any discounts this year 
as they have in other years. 

“It just means,” says a supplier’s 
representative, “that jobbers won’t be 
able to buy as many Cadillacs this 
year.” 

On marginal stations, several job- 
bers say they’re giving serious thought 
to converting them to private-brand 
operations. They say remodeling such 
outlets won’t increase gallonage 
enough to pay out in a hurry. And 
as they stand now, these outlets do 
not attract dealers. 

But put in private-brand product, 
cut the price, put a fresh coat of 
paint on the station, and you'll have 
no trouble getting a dealer, jobbers 
say. 

On the formal program, jobbers 
heard panels discuss (1) fire preven- 
tion and safety measures at bulk 
plants, and (2) what _heating-oil 
jobber can do to hold on to present 
accounts while waiting for improved 
burners. 

Bulk-plant safety speakers were 
Capt. L. L. Priar, state fire marshal; 
John J. Jarvis, of Atlantic Refining’s 
safety division; and Joe Johnson, an 
insurance man. 

Referring to the upgraded safety 
and fire-protection standards, Capt. 
Priar suggested jobbers check tank 
vents for proper size and location, be 
sure supports for horizontal tanks 
are encased in concrete or that tanks 
sit on concrete-reinforced saddles, 
and locate loading racks at least 25 
ft. from the nearest building. 

Jarvis explained steps jobbers should 
take to reduce the chance of accidents 
by bulk-plant workers. “Nine of 10 
fires are caused because somebody 
goofed,” Jarvis said. His program 
includes employe education in how 
to prevent and control fires. 
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Johnson urged jobbers to look into 
umbrella-type liability policies that 
provide coverage where conventional 
policies stop. He referred to this as 
“peace of mind” insurance. 

On the heating-oil panel, Kenneth 
Ralphs, sales manager of York-Ship- 
ley’s residential division, advised job- 
bers to hang on to present accounts 
by “keeping the old equipment run- 
ning and providing better burner 
service.” Service shouldn’t be given 
away, but sold hard, with a security 
and insurance angle, he said. 

Jobbers can get new accounts if 
they’re “willing to spend the money” 
for advertising, top-grade sales force 
whose pay is equal to salesmen 
in other fields, and if they sell top- 
grade equipment. 

Pat Caputo of Rite Fuel Co., Hicks- 
ville, L.I., said too many jobbers are 
overlooking oil-powered water heat- 
ers. Oil units may cost more than 
competitive-fuel water heaters, he 
said, but they out-perform all others 
in recovery rate, using less fuel, at 
Saving to users. “Your accounts will 
never run out of hot water with oil- 
powered water heaters,” Caputo said. 

Bob Gilmartin, Gulf Oil’s product- 
application engineer, reported Gulf 
labs are working on burner that’s 
smaller than the kind Gulf has used 
in gas-fired incinerators, gas-furnaces, 
gas hot-water heaters, and gas-fired air 
conditioners. He said Gulf is field- 
testing a constant-flow, fuel-atomizing 
nozzle that seems to be insensitive to 
viscosity of No. 2 oil and that should 
reduce soot and eliminate the need 
for annual vacuum cleaning. 


Florida 


FPMA seeks slash in 
trading-stamp use 


TRADING STAMPS were the main 
topic of discussion at the annual fall 
meeting of the Florida Petroleum 
Marketers Assn. in Miami Beach. 
The group made plans to work up 
a program urging more state legisle- 
tion aimed at limiting trading-stamp 
use. FPMA and other oil-interest 
groups succeeded last year in getting 
legislation which puts a value on all 
trading stamps. “We don’t know yet 
just what can be done (in the next 
legislative session),” said one FPMA 
officer, “but we are going to come 
up with something to curb their use.” 
The association noted that Allied 
Gasoline Retailers Assn. members in 
Manatee County have stopped giving 
trading stamps. The retailers feel that, 


their sales haven’t been increased 
even though they’ve paid out $250,- 
000 a year for the stamps. 

Speakers at the FPMA meeting 
were: J. L. Wadlow, vice president, 
Shell Oil Co.; G. L. Werly, general 
marketing manager, Mobil Oil Co.; 
Joseph E. Sheehy, director of bureau 
of litigation, Federal Trade Commis- 
sion; Bryce Rea of Watkins and Rea, 
attorneys, Washington D. C.; and 
Chester Lauck, executive assistant, 
Continental Oil Co. 


Virginia 
Ellis alerts jobbers 
against ‘big labor,’ 


‘big government’ 


“WASHINGTON will gut you people 
before the big businesses even get 
their knives sharp,” warned Otis Ellis 
in a stormy opening speech at the 
September meeting of the Virginia 
Petroleum Jobbers Assn. The NOJC 
counsel’s remark was part of a blast 
aimed at complacent and uncoopera- 
tive jobbers. His attack drew a stand- 
ing ovation from the Virginians. 

Ellis condemned jobber preoccupa- 
tion with major-company competition, 
pointing out the equal dangers of “big 
government,” “big labor,” and the 
challange of marketing in “a super- 
market era.” 

Arguing for closer support of 
NOJC, particularly in answering its 
requests for information, he discussed 
recent federal legislation affecting the 
oil men, specifically the minimum-wage 
bill and the fair-trade bill. (“If you 
want to see what this can do to you, 
take a good look at Pennsylvania.”) 

Ellis closed with a strong bid for 
jobber participation in management 
clinics. ““You’ve got to learn to be a 
1960 businessman and not a supplier 
of general merchandise. If you don’t 
do something about this, you deserve 
to go out of business.” 

Ellis’s talk opened the two-day 
meeting held at the Hotel Roanoke, 
Roanoke, Va. Over 200 oil men, half 
accompanied by their wives, attended. 

Opening the second day of the ses- 
sion was a meeting of the newly 
formed consignment distributor sec- 
tion, which now represents 60 con- 
signees. 

Highlight of the VPJA meeting was 
a panel on “How to Get and Develop 
Good Dealers,” moderated by Bill 
Marquam, Pure Oil manager of trade 
relations. He directed the discussions 
of Martin E. Citrin, a Detroit jobber, 
and Leslie R. Neal, a jobber from 
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Regions 


San Antonio, Tex. 

C. D. McCracken, president of Jet- 
Heet Inc., Englewood, N.J., talked on 
new developments in heating oil re- 
search. Referring to the "60s as “the 
age of research,” he said “the fuel- 
oil industry has to change or go out 
of business,” and suggested several 
areas in which jobbers could boost 
their profits in heating oil. These in- 
cluded central tank installations, leas- 
ing, free service, better oil, and en- 
trance into European markets. 

McCracken touched on his work 
in helping to developing a low-cost 
oil burner. “It uses an entirely new 
method of atomization. A tiny motor 
—like the one in a Victrola—powers 
two little counter-rotating fans. Oil is 
dripped into these, giving a finer spray 
than that from a nozzle. This innova- 
tions alone saves $10 in pump costs, 
$12 in motor costs, plus the housing 
and other items. 

“In the ignition, an oscillating tran- 
sistor replaces the ignition transformer 
and trims costs by a third.” 

McCracken emphasized that it 
would be at least three years before 
the low-cost burner would be ready 
for the market. 


New Mexico 
Special fuel-tax report 
is worrying most jobbers 


NEW MEXICO distributors have 
something new to be concerned about. 
It’s a special fuel tax report all dealers 
must submit to the state. 

“This is killing some dealers at 
truck stops because it’s too compli- 
cated and there’s too much book- 
keeping,” the New Mexico jobbers 
complained at their annual meeting in 
Albuquerque in September. Details on 
each individual diesel sale must be re- 
ported to the state. 

To solve the problem, the jobbers 
requested the cooperation of the New 
Mexico Petroleum Industries Com- 
mittee in asking the state for a revised 
reporting procedure to relieve the 
dealers. 

The association’s biggest problem, 
though, is not new. It’s membership. 
With a new legislative session coming 
up, the 15 members (out of 46 total) 
who attended the convention agreed 
they need stronger representation to 
maintain first-hand contacts with leg- 
islators. So the No. 1 objective is 
more members. 

(For news about new officers and 
the new president, John G. (Bud) 
Johnston, see About Oil People.) 
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YOUR DEALER JUST RELINED 
THAT CAR’S BRAKES... 


should you be worried? 
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Not at all, provided your dealer used quality brake lining like 
Raybestos, and also knew how to do the brake work. On the 
other hand, if the linings were not top-flight and the job not 
skillfully done you should be genuinely concerned, for that 
motorist is not going to have a very high opinion of your 
company once he realizes that he has spent good money for bad 
brake work. 

So it’s mighty important that you control the quality of your 
dealers’ brake service by making sure that they use only the very 
best linings, linings like Raybestos . . . which are backed by 
decades of pioneering research, the most advanced manufactur- 
ing methods, and exhaustive testing. Couple these superb linings 
with Raybestos’ thorough training programs at local breke 
service clinics and at its own factory schools . . . and you have 
the formula that strengthens customer loyalty and increases 
sales of your petroleum products and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

RAYBESTOS-MANHATTAN, INC., Brake Linings ¢ Brake Blocks * Brake Fluid « Clutch 
Facings ¢ Industrial Rubber * Mechanical Packings * Asbestos Textiles « Engineered 
Plastics * Sintered Metal Products * Rubber Covered Equipment ¢ Laundry Pads and 
Covers ¢ Abrasive and Diamond Wheels ¢ Industrial Adhesives * Bowling Balls 








What They’re Saying 





About oil statesmanship 
... gasoline taxes 
... oil's future growth 


GGStatesmanlike self-restraint within 
our industry is urgently required if we 
are to avoid excessive crude-oil pro- 
duction, excessive refinery runs, 
wasteful marketing practices, and ulti- 
mate market chaos. If we fail to cor- 
rect these practices, which eventually 
lead to higher costs to consumers and 
which cause special hardship to inde- 
pendent refiners, jobbers, and dealers, 
we must ultimately expect government 
controls on refining and marketing, 
the last stronghold of the independent 
free enterprise system in our indus- 
try.” Rexford S. Blazer, president, 
National Petroleum Assn. 


G¢Oil heat’s gain will be modest in 
the decade ahead, but we shall show 
a gain. We shall not be run out of the 
home-heating market, despite what 
some of our opponents hope and not- 
withstanding what some of the faint- 
hearted members of our _ industry 
say.” Len S. Marshman, manager, 
wholesale planning, Mobil Oil Co. 


Bit tt eres 
GGIf the oil industry had to collect 
this year’s gasoline taxes in kind 
[gasoline], it would have to turn over 
to the state and federal governments 
about 27 billion gallons of gasoline. 
That is a lot of motor fuel. It is 
enough to run all the automobiles, 
trucks, and buses in America for ap- 
proximately six full months of normal 
driving.” D. W. Ramsey, marketing 
vice president, Humble Oil & Refin- 
ing Co. 


¢¢ Pipe lines cannot exist without being 
married to somebody who is going to 
guarantee the traffic. Politicians who 
howl for pipeline divorcement never 
say to whom they are going to be 
married.” William C, Kinsolving, presi- 
dent, Sun Pipe Line Co. 


G6GForecasters say that in 1965, even 
with compacts, the industry will sell 
over one and three-quarter billion 
barrels of gasoline. We will continue 
to have a healthy growth rate. Re- 
flected in it are all the promises that 
such things as greatly improved high- 
way systems and the steady growth on 
interurbia hold out to the industry.” 
C, H. Coughlin, marketing vice presi- 
dent, American Oil Co. 
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Why are so many jobbers changing to DX? 





Why it makes sense to take a good 
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Extra Mileage! 
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New Look advertising! 


Exciting, challenging advertising —and 
lots of it. Timely, large-space news- 
paper ads like the one you see above 
(which predicted weather satellites and 
appeared at the same time the U.S. 
launched the first!) Big TV, too—with 
“Grand Jury’’,a half-hour show with top 
ratings in 37 key, midwest markets. 
Ads _ in national magazines such as 
SATURDAY EVENING POST and GOOD 
HOUSEKEEPING. Award-winning (and 
sales-winning) billboards area vital part 
of the DX advertising effort, too. For 
two straight years DX is the only U.S. 
petroleum refiner to have posters se- 
lected for showing in the International 
Poster Annual! 


Everywhere you look, you see the DX New Look-—in 

bright, new stations and station colors, in brilliant station signs, 
new pumps, new product packaging, new uniforms. Dig a 
little deeper and you begin to sense something else stirring. 
It's an exciting, new selling proposition fhat will soon be 

the talk of the trade. DX is up to something big. DX is the 
company with growing plans. That's why it will pay you to take 
a close look at your present situation, then join the company 
that's on the way up—and wants you to go along too! 


RAN 
JURY 


New Look sales aids! 


A steady stream of pre-tested sales 
builders and promotions, all kicked off 
in exciting promotion meetings. Hun- 
dreds of thousands of dollars awarded 
to DX dealers as sales incentives. TBA 
promotions galore. Seasonal promo- 
tions, keyed to latest consumer research. 
And now—DX heating oil has been 
awarded the Good Housekeeping Seal. 
This valuable guaranty is one of the 
most respected symbols of quality in 
America today —particularly to the 
housewife, who is an increasing factor 
in heating oil brand selection. 


New Look stations! 

Bright, colorful stations with ultra- 
modern styling...new pumps with 
brilliant identification, keyed to to- 
morrow's motor car designs... all 
tell you that DX Sunray is up to 
something big. And that this is only 
the beginning! 


New Look uniforms! 
Handsome, functional uniforms are 
a big part of the DX New Look, too. 
These attractive, long-wearing uni- 
forms, in distinctive DX Blue, give 
the dealer a feeling of style and 
prestige. 


New emphasis on DX Farm Information Center 


This is the most ingenious radio network ever devised to 

help DX distributors sell the man onthe farm. Sixteen nationally- 
known radio farm directors pre-sell DX products with 
up-to-the-minute, first hand knowledge of the farmer's 
problems~—in the feedlot and field. Each of these 16 authorities 
travels more than 50,000 miles a year to get this big job 

done. No wonder DX farm sales are spiraling upward! 











New Look training program! 


Practical training, tailor-made for dealers in selling, business management, servicing, sales 
modern, service station training centers like promotion Frequent conference-workshops 


the one above Latest methods of balanced let you present your own problems and ideas 


New Look Products 


Dx BORON GASOLINE -— most successful gasoline in his- 
tory! It set new sales records when the industry trend was down 

and it's still going strong! The hottest item in the news today is 
missiles and rockets. And that’s why DX Boron is the hottest traffic- 
builder on any driveway. Customers come in for DX Boron...and 
stay to buy DX Boron Motor Oils, TBA and other services. This pat- 
tern has been proved throughout DX-land. It's the reason why more 
and more dealers and distributors are buying the DX New Look! 


& 

DX BORON MOTOR OILS —tere are the world’s first 
Boron Motor Oils...for the world’s cleanest engines. Customers 
go for the New Look in these amazing oils (the can above won the 
coveted American lithographic and printing industry design award) 
Then, engine performance cinches brand loyalty for DX Boron—that 
magic word that brings customers into the driveway...and into your 
profit picture 








New multi-million dollar research lab 


This ultra-modern research center is already 
responsible for the New Look products that have 
set phenomenal sales records throughout the 

OX territory. And today, OX scientists and technicians 
are perfecting NEW products, created to 


meet the sales problems of tomorrow. 


Turn the page to meet 14 jobbers who have changed to DX in the past few months. 





14 prominent jobbers who recently joined DX 


and are now making more money with the 


Dean Jones Jim Herriott John Stevens 
‘ Jones-Herriott & Stevens Oil Company, Inc 

Clare Weatherwax Walter Sait E. Wayne Hartpence Glen R. Hartpence fowa City, tows 
Weatherwax Service Hartpence Oil Company 

Alexandria, Minnesota Sayre, Oklahoma 


Wayne Scott Gary Wadley Tom F. Rusk Jack W. Rusk 
Scott Oi! Service Wadley Oil Company Rusk Oil Company 

L. D. Snyder R.V. Rockford, Illinois Guymon, Oklahoma Afton, lowa 

Biue Line Oil Company 

New Hampton, lowa 


‘*Sorry. Too busy 
selling 
DX 
to get photo 
to you in 
time.’ D. McC. 


Marsh McKirgan Cliff McKirgan Dave McCredie George Hart 
McKirgan Bros. Oil Co. McCredie Oil Co. Hart Gas and Oil Co 


é WW is “ 
Harold Finney George Atkins Plano, Illinois Aurora, Illinois Providence, Kentucky 


Finney Oil Company Atkins Oil Company 
Oblong, Iilinois Muncie, Indiana 


Let’s get acquainted! thousands of 


forward-looking dealers, bulk agents and distributors 


see big things ahead for DX, the company with Maar. 
growing plans. Why not join them! Write today— dx 
or wire or telephone collect—to: Mr. N. B. Ingram, 

Vice President of Retail Marketing, DX Sunray 

Oil Company, Box 381, Tulsa 2, Oklahoma. 


fe) fe), | 


1. H. Carnes James F. Korty 
Carnes Oil Company Korty Coal and 
Clinton,lowa Oil Company 


c *S M - ©1 
Lafayette, Indiana OX Sunray Oil Company, Subsidiary of Sunray id-Continent Oil Company, Tulsa, Oklahoma ©1960 
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YOU CAN STOP LOOKING 


Whatever your product, chances are Continental has the right steel con- 


tainer for you. And while steel containers may /ook alike, only Continental 

has the time-tested experience that leads to perfection in all aspects of CONTINENTAL 

metal packaging. CAN COMPANY 
To you, this experience means consistently superior containers. . .excit- Eastern Division: 100 East 42nd St.. New York 17 

ing lithography...a dependable source of supply...research facilities paiibtaes adens ie 

second to none...famous Continental service. Coneten Shelton: 708 Gry Cisee, terest 8 
For the pail you need, call Continental today. en a 
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Ask Any Truck Serviceman 
about Eaton 2-Speed Axles 


Ask the man who has to keep trucks rolling. He'll tell you 
that Eaton 2-Speeds not only operate for long periods with- 
out attention, but that they also cut deep into over-all 
maintenance costs. 


No one knows like a truck serviceman that matching axle 
gear ratios to the hauling job means easier going for all 
power units from engine to axle shafts. Eaton 2-Speeds let 
drivers select from twice the conventional number of gear 
ratios—the right ratio for the immediate road and load con- 
dition. Trucks stay on the job, out of the shop—last thou- 
sands of miles longer. And Eaton’s many exclusive design 
features hold down maintenance on the axle itself. When 
repair is necessary, Eaton’s simplified construction speeds 


the work and slices off costly hours of labor. 
More than 


Before you specify driving axle equipment, let a truck serv- Two Million Eaton Axles 
iceman give you the low-down on Eaton 2-Speed Axles. in Trucks Today 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 
40 
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The HEART of any bulk plant— 
is the PUMP that's on the job! 


Mack Oil Company is one of the 
largest bulk plant operations in the 
Berwyn, Pennsylvania area. They 
serve home fuel oil customers within 
a 15 mile radius of the plant where 
Mack operates a fleet of 10 home 
delivery trucks. All are equipped 
with Marlow 2C2G Truck pumps 
for high-speed, home delivery. 

To keep pace with growing cus- 
tomer demand and truck delivery 





rates, Mack replaced two positive 
displacement pumps with one Mar- 
low 4E2EL and has more than 
doubled their loading capacity. To 
date the new Marlow at the heart 
of the system, has handled over 
7,000,000 gallons of #2 fuel oil 
without skipping a beat. 

Harold McCorry, Vice President 
of truck and bulk plant operations 
says, ‘““We are completely sold on 
Marlow pumps and will continue 
to use these dependable units in the 


future. We’ve tried all types and 
Marlow is the best we’ve ever used.” 

Once you’ve used Marlow’s you'll 
agree that for top efficiency in 
petroleum pumping, they’re unex- 
celled! Whether you plan a mod- 
ernization program or new installa- 
tion it will pay you to investigate 
Marlow’s complete line of pumps 
for every petroleum handling ap- 
plication. Write today for litera- 
ture and the name of your nearby 
Marlow dealer. 


i7>\| MARLOW PUMPS: 


DIVISION OF BELL & GOSSETT COMPANY 


Morton Grove, Illinois 
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MIDLAND PARK, NEW JERSEY 


Longview, Texas 





SCOVILL 
HAS THEM 


Announcement: On the first of September 1960, Scovill 

Manufacturing Company purchased the International 

Couplings, Inc. line of permanent and re-attachable 

hose couplings. This important acquisition has far- 

reaching benefits for all users of industrial hose 

couplings. It means Scovill now offers... a 
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Specify Scovill Couplings! You 
select from the most complete line of 
fuel oil and gas pump couplings (per- 
manent and re-attachable) in the in- 
dustry today. You get fast, efficient 
service—coupling orders received by 
Seovill are shipped without delay from 
any of Scovill’s nation-wide network 
of warehouse facilities. You get ex- 
pert advice from the industry’s largest 
—and finest—sales force. For complete 
details, write: Scovill Manufacturing 
Company, Industrial Couplings, Wa- 
terbury 20, Conn. 


Hose Couplings by SCOVILL 


Main office: 99 Mill Street, Waterbury, Connecticut. Cleve- 
land: 4635 W. Y60th Street. San Francisco: 434 Brannan 
Street. Greensboro, N.C.: 1108 East Wendover. Houston: 
2323 University Blvd. Toronto: 334 King Street, East. 


‘All sizes in permanent and re-attachable hose couplings from 3/4" to 4"! 


'All the warehousing facilities needed for fast, efficient service 
} All anywhere in the U. S. and Canada! 
. these well-known hose coupling trade names: Stream-Flo, 
Rib-Lox, Super-Grip, Dubl-Grip, Inter-Flo, Dubl-Guard—plus 
the famous Scovill line of 570-H and 520-H Couplings! 
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INN WING-DING OF A TRUCK IDEA! 


aan 
Here’s a totally new kind of truck that gives you more load space than a conventional half-tonner, plus the inherent 
economy of an air-cooled engine! A truck that will carry up to 1,900 lbs. of payload (with a trim 4,600-lb. G.V.W.) 
on a nimble 95-inch wheelbase. A truck that measures only 15 feet long and devotes nearly 9 feet of it to 
payload! Dollar-saving performance starts with the engine—a space-saving “‘pancake”’ 6 that never needs anti- 
freeze or radiator repairs ... and never stops saving fuel costs! Ideally suited for trouble-free truck duty, also, is 
the tough chassis build of Corvair 95, which includes frame and body designed as a rugged one-piece unit to 





€xy/7 RAMPSIDE PICKUP 








DRIVER’S UP FRONT... ENGINE’S IN THE REAR 
— 








CORVAIR 


OBE 


TRUCKS 


withstand slam-bang runs. And there’s 4-wheel independent suspension (first time in a U.S. truck!) to take 
the roughness out of road surfaces. The list of Corvair 95 design advantages is as long as your arm. There’s 
load space so accessible that the truck practically loads and unloads itself! There’s exceptional driver 
comfort, easy maneuvering, snappy styling, and much, much more. It’s a wing-ding of a truck idea— 
available in pickup and panel body versions. Visit your nearby Chevrolet dealer soon and get all the 
details. . . . Chevrolet Division of General Motors, Detroit 2, Michigan. 
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Corvan 


New Corvan. There’s a world of load space in this 
new Chevy panel—it’s 109” long, 60” wide and 54” 
high at center! Side doors take a 4’ x 4’ crate with 
ease. Left side doors are optional at extra cost. 


New Rampside pickup. Roll out those heavy loads 
—there’s nothing to it in this one! Ruggedly 
built side gate drops down to form convenient 
ramp for easy loading or unloading. 


New Loadside pickup. Gives you more load space 
than a conventional half-tonner. Also, optional 
extra cost flat floor provides 39 sq. ft. of loading 
area, and you can stow cargo underneath it, too. 


























Less truck weight allows more cargo weight! Corvair 
95’s weigh up to 1,200 Ibs. less than other half-tonners 
. yet they’ll carry up to 1,900 lbs. of cargo! 


50-50 weight distribution! Husky 2,500-lb.-capacity 
front and rear suspensions carry nearly equal loads 
to reduce strain on chassis and tires. 


More load space, less road space! Corvair 95’s are 
2 feet shorter than conventional half-tonners. But 
Corvair 95’s carry bulkier cargoes! 


Easiest to get around in! Turning radius (under 20 
feet) is less than that of ordinary trucks. That 
means easier maneuvering and parking. 


1961 CHEVROLET STURDI-BILT TRUCKS £zagertaa? 





The latest reason why 


it pays to be a Shell Jobber... 


Shell 


announces 


the first 
ash-free 


motor oil 


It is the first significant motor oil advance in seven years 


Motorists get cleaner, more efficient 
engine operation for every car, new or old. 
Shell Jobbers get the biggest oppor- 
tunity to substantially increase motor oil 
sales and improve motor oil ratios. 

Now—from the laboratories of Shell 
Research—comes the most important im- 
provement in automotive lubrication 
since the development of multi-grade 
motor oils. 


It contains unique non-metallic, non-ash 
additives, available only in New Shell 
X-100® Premium. This new multi-grade 
motor oil not only lubricates perfectly 
at a wide range of engine temperatures, 
but also keeps engines unbelievably 
clean. 


Just as TCP* additive in Super Shell 
Gasoline gave motorists a unique reason 
to switch to Shell, so this revolutionary 


SHELL OIL COMPANY 


50 WEST SOTH STREET, NEW YORK 20, NEW YORK 
100 BUSH STREET, SAN FRANCISCO 6, CALIFORNIA 


ash-free motor oil will attract thousands 
of new customers to Shell stations. 


“ “ 4“ 


Contact your local Shell office today for 
full information. Ask for the District 
Manager. 

*Trademark for Shell’s unique gasoline 
additive. Gasoline containing TCP is 
covered by U. S. Patent 2889212. 
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MARKETOR 


SERIES 4800 PUMPS AND PEDESTALS 


for tomorrow's look today! 


Advanced design and styling of Bowser’s low-silhouette 

48” pumps and pedestals create entirely new concepts in service station 
planning. Functionally correct ...low in cost, 

Bowser equipment is perfect for new 


locations as well as modernizing present installations. 




















Nin 


a) 4. 
wha, 
WY? 


Write for facts about Series 4800 Marketors. 


BOWSER IN C 


MARKETING SCEPC Ow, FOBT WAVNE,. TROIANA 
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PURPOSE-BUILT... 














FOR SUBURBAN DELIVERIES 


T-70 Rotocycle Meter 
(Capacity 70 gpm) 


Ah 














oe ke ee AN OR AA A 





FOR IN-CITY WORK 


T-120 Rotocycle Meter 
(Capacity 120 gpm) 
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to put your trucks on the profit road 


ROCKWELL “T’ SERIES 
Ricyck TANK TRUCK METERS 


In Rockwell ‘“T”’ series tank truck meters 
you get advanced design with compact pro- 
portions that save both weight and space 
for greater payloads. And you get the pre- 
cision accuracy of Rotocycle meters, proved 
over the years for reliability under heavy 
work loads and engineered to take the pun- 
ishment of truck travel in stride. 

These tank truck meters are purpose- 
built. If you are serving suburban areas the 
model ‘“T-70”’ with its 70 gpm capacity 
should adequately handle your needs. For 
in-city work, where faster deliveries are de- 
sired, the large capacity ‘““T-120” fills the bill. 

In both Rockwell meters you get every- 
thing you need to make your metered opera- 
tion sure and economical. A strainer, an air 


separator, and an automatic shut-off valve 
are all engineered into these units. These 
elements plus the meter rotor are accessible 
for routine cleaning and examination 
through full size areaways. Rockwell “T”’ 
series meters are also easy to calibrate—only 
a screw driver is required. 

Installing these meters is quick and easy. 
You are offered the option of three inlet con- 
nections and two outlets. You can even make 
a right or left hand setting without using 
adaptors. 

For the full story write for bulletin OG-410. 
Rockwell Manufacturing Company, Dept. 
121L, Pittsburgh 8, Pa. In Canada: Rockwell 
Manufacturing Company of Canada, Lid., 
Box 420, Guelph, Ontario. 


RGFTOCYCLE MEtErs 


ROCKWELL” 
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Permeation Barrier 


lengthens hose service life 


Ordinarily the reinforcing layers of an oil loading hose are 
penetrated by damaging oil hydrocarbon molecules that can 
cause separation between the internal components of the hose. 
This separation often leads to costly early failure of the hose. 

That is why Gates Oil Suction and Discharge Hose is 


Touct made with a protective layer of special rubber compound be- 
ough 


resilient cover 
sts damage This protective rubber compound acts as a barrier to permea- 


tween the tube of the hose and the layers of carcass fabric. 


tion and damage by the oil hydrocarbon molecules. 
As a result, Gates Oil Suction and Discharge Hose gives 
you extra service life, reducing your hose replacement costs. 
Gates O. S. & D. Hose is quickly available from distribu- 
tor or warehouse stocks in all major industrial areas. 
See the yellow pages of your telephone book. 


The Mark of Specialized Research 
Strong 


Ramee Gates Oil Loading Hose 
| ish resistance. The Gates Rubber Company 


Denver, Colorado 
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Low-cost way to sweeten gasolines 


If you’re having problems marketing a low-mercaptan content gasoline, remember that it can be 
sweetened and stabilized at one time . . . with one additive . . . at one low cost. 

All this can be accomplished with Du Pont Antioxidant No. 22. AO-22 converts mercaptans 
into less odorous sulfur compounds. And you don’t lose gasoline or octane numbers in the process. 
AO-22 also retards gum formation and protects the quality of your gasoline in storage. 

Figure the marketing advantages for yourself, or ask us to. E. I. duPont de Nemours & Co. 
(Inc.), Petroleum Chemicals Division, Wilmington 98, Delaware. 
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TAKE-HOME 
SALES OF 


GOKE 


REG. US. PAT. OFF. 


---PROFIT THREE WAYS 


L.you MAKE EXTRA PROFITS! If you already have a cooler, you already have 
case stocks of Coke! Instead of selling one bottle of Coke, you sell 24...and make as much 
profit as on 5 extra gallons of gasoline! y YOU BOOST TBA SALES! Well-placed displays 
of Coca-Cola also call attention to your tires, batteries and accessories! se YOU BUILD 

REPEAT BUSINESS! Surveys show that approximately 90% of all customers 
return empties to place of purchase! Repeat business means extra sales for you. Take 
advantage of this easiest of all ways to make extra profits. Your Coca-Cola bottler 
will be glad to supply you with advertising materials and display racks. Call him now! 


COPYRIGHT © 1960 THE COCA-COLA COMPANY COCA-COLA” AND "COKE" ARE REGISTERED TRADEMARKS 
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NAME YOUR GAME,,. 
MIDE AN SEE; on WIX-O-MATIC 


Indecision, wasted time and lost sales can’t build Filter Profits! 


What WIK-O-MAIIC 
gives you! 
= Instant Cartridge Identification for 
all cars and trucks 


a Perpetual Inventory control of a 
stock tailored to your needs 


= Complete protection against obso- 
lescence 


m= Never an over-balanced stock... 
never misplaced ‘‘dead”’ inventory 


= Cuts Cartridge selection time to 5 
seconds... speeds the sale and 
saves customer’s time 


= More sales and a guaranteed profit 
on every sale 


54 


Time’s a wastin’! Today, if you want to win sales and profits 
you've got to get off your heels and up on your toes. Ordinary 
filters and catch-as-catch-can stocking can’t help you... you need 
WIX-O-MATIC, and how you need WIX-O-MATIC! WIX-O- 
MATIC gives you znstant Cartridge identification. W1X-O-MATIC 
gives you a balanced, sales-active stock continuously. WIX-O- 
MATIC gives you 100% protection against obsolescence and full 
profit on every sale. AND — WIX-O-MATIC gives you WIX 
Prescription Filtration—top Quality—top Performance and tops 
in customer satisfaction! 

Get the full story on WIX-O-MATIC 

from your jobber and then go 


WIX-O-MATIC for a bigger, sounder 
Oil Filter and Air Filter business. 


WIX CORPORATION «+ GASTONIA, N. C. 


In Canada: Wix Corporation Ltd., Toronto 
In New Zealand: Wix Corporation New Zealand Ltd., Auckland 
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a new, safer working vent from 


#548 FACES 
FACTS IN SAFE 
STORAGE OF 
FUEL LIQUIDS 


Morrison Brothers Co., show- 
ing traditional leadership in 
research and engineering, an- 
nounces its new pressure vac- 
uum vent, #548! eos is a true 
‘“‘working vent” that takes the 
worry out of fuel liquid storage. 

Let’s face facts: you invest 
$1769 in an 1) x 27 Ft. storage 
tank. You fill it with 19,100 
gallons of fuel oil at 10c a gal- 
lon, or gasolene at 20c a gallon. 
What do you do to protect that 
investment? 

The answer is simple . . . 
You top off your tanks with the 
safest, surest vent in the mar- 
ket ... a Morrison #548! For 
a few cents a week your wor- 
ries are over. Check the #548 
today . . . it will do the job 
for you. 


MEETS NFPA 
REQUIREMENTS 
OF PAMPHLET #30 


National Fire Protection Asso- 
ciation pamphlet #30 states: 
‘‘Vent pipes shall discharge 
only upward or horizontally 
not downward) in order to 
dispose vapors’’. Morrison Vent 
#548 is designed to meet and 
beat these specifications. Tests 
by a professional mechanical 
engineer show that the Figure 
#548 has a range from 8,000 
cubic feet per hour at 8 ounces 
pressure to 30,500 cubic feet 
per hour at 5 pressure. 
To be used in conjunction with 
Morrison Figure #143 or #244 
Emergency Escapement Relief 
Valve. Available in 2” size in 2, 
4, 6, 8, 12, and 16 ounce pres- 
sure. 


ORDER FIGURE #548 


write for descriptive brochure 
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orrison 


MEETS REQUIREMENTS OF NFPA 
pamphlet #30 


PRESSURE VACUUM VENT 


MORRISON 
BROS. 


FIG.S43 


FIG. 548 
Let it work for you... 


LET IT PROTECT YouR INVESTMENT 


ae called a working vent? Because it is your 
auminnie all hours, all seasons, and under all 
nalnad “a iterally ‘‘breathes”’ to relieve pressure 
comme oe differential, or under loading 
re . It will pay you to Investigate now this 
utionary Morrison Pressure Vacuum Vent 


O de ow—f igure 48—or write for e ript ve 
g 4 
' t d sc pt 


| 
| 
| 
| 
| 





MORRISON BROS. co. 
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=> FP-46 FRAME 


% 


ee ee ar “a 
ARMS PIVOT 7 1 tf | 
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‘IMPROVED 
DESIGN 


BETTER ARM 
CONSTRUCTION 


INCREASED 
PICK-UP RANGE 
FLEXIBILITY 


PICK-UP PADS ADJUST TO 
F THREE HEIGHTS —Rotary’s new 
ARMS TELESCOPE | ie Pick-Up Pads rotate in a full 360° 
2 | circle and are adjustable to three 
height settings. This extreme flexibility 
permits correct positioning to lift any 
car at manufacturer’s prescribed pick- 
j PICK-UP PADS up points. With unitized iframe con- 
i “ struction on many cars and various 
/ ROTATE 360° other types of frame design, this fea- 
ture is a big time-saver and contributes 
to safe operation. 


Normal position 4-13/16” above floor 


NEW TYPE ARM CONSTRUCTION 
Bs Mid-position 7-9/16” above floor 
Instead of the usual heavy, solid stock, Rotary developed a formed steel 
arm with welded interior reinforcing bar for the FP-46 Lift. This con- 
struction, new in the automotive lift field, provides ample strength with 
a considerable reduction in weight to make the arms much easier to swing. 
Additional ease of movement is assured by a super-smooth milled surface 
on the pivot end. Rounded arm contours are modern in appearance, and 
prevent tire damage if a car is driven over the lift. Positioning handle 
permits adjustment of arms and pads without reaching under car. High position 11-3/4” above floor 





MODERN SERVICE STATIONS 
NEED THIS MODERN LIFT 


The FP-46 has the greatest flexibility in pick-up 
range yet achieved in an auto lift. Arms pivot in an 
arc to provide a reach of 88” and a spread of 87”. 
Telescoping action shortens or lengthens arms as re- 
quired. Pick-Up pads rotate in a full circle and are 
adjustable to three heights. Overall width of lift is 
only 26”. Extra narrow construction provides more 
accessibility to under-car parts, takes less floor space. 

These features, plus the dependable Rotary jack 
construction, make the FP-46 Frame Lift ideal for 
service stations. It will handle cars for lube jobs, oil 
changes, tire work and repairs with speed and safety. 





Lift all makes of cars safely on the FP-46 Frame Lift 


FLASH! 


FP-46 FRAME LIFT 


This close-up shows how the FP-46 pick-up ROTARY LIFT COMPANY, Division of Dover Corporation 


pads adjust perfectly to the Chevrolet Cor- 

vair. The recessed contact point is inacces- : 

sible to some types of lift supports. First name in oil-hydraulic auto lifts—passenger and freight 
elevators—industrial lifting devices. 


Memphis, Tenn. — Madison, Ind. — Chatham, Ontario 











EXPANSION 


. . « that's the key word for Fina and for all Fina jobbers 








and dealers. Everywhere you look there's evidence of fresh, 
vigorous growth. Take the product line, for example. Fina gaso- 
lines now head a long list of Fina-branded products . . . motor 
oils, lubricants, and other specialty items . . . competitive in quality 


and in price. To complete the line; Fina offers dealers a profitable 








TBA program with Goodyear, the top supplier and merchandiser in 








the nation. Moreover, growing numbers of Fina dealers are opening 
for business at modern stations of various types . . . designed to fit 
any location or budget requirement... in an ever-widening market- 


ing territory. 


Shouldn't you share in the progress, promotional plans and profits of 
Fina's aggressive jobber and dealer team? If you feel your current 
situation is static, get on the move again with Fina! Write: Marketing 


Department, American Petrofina, P. O. Box 2159, Dallas 21, Texas. 

















AMERICAN 
PETROFINA 
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and now 


PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


OFFERS 
B - FORMS OF COLORANTS 


GRANULATED: 


free flowing, uniform, lump-free, dust-free, low- 
bulk; extraordinary tinctorial values. 


FLUID CONCENTRATES: 


liquid for cleaner, easier use; eliminates pre-dissolv- 
ing, dusting, operator exposure * less skill and equip- 
ment required + introduced directly into product it 
is the answer to bulk, tank-truck, tank-car, barge, 
terminal and pipeline coloring + involves no addi- 
tional cost compared to ordinary dry dyes and can 
be used with dye eductor equipment. 


POWDERED: 


free flowing, non-caking, excellent solubility, stable, 
long storage characteristics. 


FOR USE IN 


Gasolines — Jet Fuels — Diesel Fuels — Fuel Oils — Lu- 
bricating Oils—Automatic Transmission Fluids—Break-in 
Oils and Greases. 


: Patent Chemicals also Features Multi-Purpose 
Dyes can YJ : Additives, Rust and Corrosion inhibitors, Anti- 


be ae : Static Agents and Markers for Gasolines. and 
specifications. : Jet Fuels. 


Samples and 
description upon 
request. 


PATENT CHEMICALS INC. 


3 ; Manufacturing Division 
ite ptoneer in 335 Mclean Bivd. Paterson 4, New Jersey 


petroleum PATENT FUELS & COLOR CORP. 


Marketing Division 


dyes 2410 Carew Tower Cincinnati 2, Ohie 
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Only Crown Makes 


Every Aerosol Can 
You will Need! 


Crown is the largest manufacturer of 
aerosol containers—and the only 
supplier to offer you all types 


TASK-DESIGNED aerosol cans by Crown meet all 
your requirements, and meet them efficiently! 
Whether your product demands the exclusive, seam- 
less Spra-Tainer® or can be packed in a conventional 
3-piece aerosol can... whether you want 6, 8, 12, 
14 or 16 ounce capacities .. . come to Crown for 
reliable aerosol containers! 


Come to Crown for reliable advice, too. The fir’ 
production-line disposable aerosol can was produced 
by Crown, and Crown has led the field ever since. 
Take advantage of this vast backlog of experience— 
write today for more information. 





jor cans + crowns - closures ° machine ry 


CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Philadelphia 36, Pa. 
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Revere 9900 Series Area-Lite attracts customers, 
makes it easy for attendants to service cars. 


Single pole top 


fitter, adjustable 
Twin pole top 


fitter, adjustable 


Adjustment features and variety of fittings 
make many mounting arrangements possible. 


Versatile, rugged new Revere 9900 Series Area-Lite 
features striking wrap-around design, provides high-level light 


Efficient lighting—The Revere 9900 Series Area-Lite 
is available in four-lamp or six-lamp models each for 
96” or 72” HO, VHO, SHO or Power Groove lamps. 
Its highly efficient design assures maximum light 
level and efficient distribution. An outstanding fea- 
ture is the “wrap-around” design — the diffuser 
surface is evenly lighted over its entire area. There’s 
no center shadow as in other luminaires where the 
light source is “split down the middle.” 


Versatile mounting arrangement—Design of the 9900 
Series Area-Lite in end-mounting or center-mount- 
ing luminaire styles, together with the choice of 
brackets and pole top fitters makes possible many 
mounting arrangements. Center-mounting 9900 
Series Area-Lites are particularly suitable for use 
as high mounting floodlights for service station 


entrances, perimeter or service areas. End-mounting 
units in single, twin, or triple arrangements make 
strikingly attractive island lighters, and are equally 
suitable for lighting approaches and service areas. 

All end-mounting arrangements (except with “Y” 
bracket, fixed at 15°) permit adjustment of angle, 
tilt and rotation. Poles offered include both heavy 
duty and extra heavy duty tapered square rigid poles 
in 12, 14, or 16-foot heights. 


Rugged, easy to install—9900 Series Area-Lites fea- 
ture premium construction, with extensive use of 
extrusions and die castings. A 29-inch length of 
standard 2-inch pipe runs through the reinforced 
steel center structure for utmost strength. Pole-top 
fitters have a wiring chamber, making installation 
quick and easy. Area-Lite is UL listed. 


For complete information, write for 9900 Series Area-Lite bulletin. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. 


e 7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 








HIGH PERFORMANCE 


at LOW COST 
wa Fig. 2000 


“Varec” has a new Vent Valve with a feature that 
is going to make contemporary vent valves outdated! 
It’s the unique new “Air Cushion” insert in the 
pallets.” 


The “Air Cushion” forms a perfect air-tight seal 
with the anodized seat ring. Anodizing prevents cor- 
rosion. The insert is made of a special compound of 
synthetic rubber, which resists freezing. It is flexible 
yet durable, providing long service with minimum 
maintenance. Inserts are easily replaced. 


A 20% cut in weight makes this new “Varec” Vent 
safe for mounting on lightest gauge tanks, Installa- 


TRADE @ MARK 


© 1960 


Ss. fk 


FIG. NO. 2000-81 PRESSURE-VACUUM VENT VALVE 


tion is made easier and in many cases special rigging 
is unnecessary. 

Increased flow capacity has been developed by a 
new flared, sturdy, spun-type aluminum hood. 


“Blow down” is scientifically controlled, insuring 
greater vapor conservation than diaphragm type 
valves. 

This “Varec’’ Fig. 2000 Series Vent Valve incorp- 
orates all the latest improvements and refinements in 
design, yet with all its quality, efficiency and low 
maintenance expense . . . it costs you less. It will pay 


you to get full details .. . ask for Catalog Page 2-0.1. 


“Pliable solid type rubber inserts only in 2”, 3”, 4” 
sizes and high pressure settings. 








THE VAPOR RECOVERY 
SYSTEMS COMPANY 








“VAREC", 2820 NORTH ALAMEDA STREET, COMPTON, CALIFORNIA. Sranches and Representatives in Principal Cities. 
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MORE OPERATORS AND MANUFACTURERS 


SPECIFY 


MORE TIMKEN-DETROIT® TRAILER AXLES 
THAN ALL OTHER MAKES COMBINED! 


RAR ARARRRARRRRA! 
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Timken-Detroit Trailer Axles—the 
overwhelming choice of the truck- 
ing industry —are produced in the 
world’s largest trailer axle plant. 
Here unmatched production, re- 
search, and testing facilities are 
combined with 50 years of axle 
building experience to bring you 
these outstanding advantages: 















































Time-proved low maintenance 
costs! Proven by billions of 
rugged service miles, Timken- 
Detroit Trailer Axles are famous 
for providing maximum safety, 
less maintenance and more pay- 
load. 


Pioneers of light weight and 
strength! Weight saving is ac- 
complished entirely through su- 
perior design and construction . .. 





with no reduction in strength or 
quality. 

Imitated but never equaled! 
Timken-Detroit TK-500 Series 
Trailer Axles are still the lightest, 
safest, most rugged you can buy. 


Finest quality! Part for part, 
Timken-Detroit Trailer Axles in- 
corporate the finest-quality ma- 
terials, precision workmanship 
and most advanced design. 


For safe, economical operation, specify and insist upon lightweight 
Timken-Detroit Trailer Axles. 


A tribther Fhoduil of... ROCKWELL-STANDARD 


CORPORATION 


OM of- 0 al-iaeltct-110) alts tale m+ © 4(oum @)hval-1 lela Mm Ocha gel ane P-aem i i letalior 
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“STAGECOACH WEST” 
- ABC-TV every other 
Tuesday evening, 
beginning Oct. 4 
in most areas. See 
local listing for time. 


“THE ISLANDERS” 
ABC-TV every other 
Sunday evening, 
beginning Oct. 9 
in most areas. See 
local listing for time. 
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“MOLY” Grease 
pumps profits two ways... 


more lube jobs 
more Gas and TBA sales 


In service station after service station, it has been proved 
that “‘Moly” Grease not only brings in new lube business— 
ut also results in increased gas and TBA sales. Some recorde¢ 
but al lt lg 1 TBA sales. S led 


increases have been as high as 100% in a few short months! 


There’s good reason why it will work for you, too. Your 
own branded grease .. . with Molysulfide® added . . . gives 
you the first grease development in years with dramatic pro- 
motional possibilities. “‘“Moly’’ Grease makes steering easier, 
riding quieter, and it reduces wear. These are only a few of 
the talking points your dealers can use to increase their 


service station traffic. 


Prove it to yourself! Write for a free 14-ounce test sample 
of “Moly” Grease. Try it in your own car and see if you don’t 
experience easier steering and quieter riding. We'll also send 
you facts and figures as evidence that “Moly” Grease can 


build sales for you. Write to: 


mover CLIMAX MOLYBDENUM COMPANY 


a division of American Metal Climax, Inc. 


1270 Avenue of the Americas, New York 20, N.Y. 
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Howard F. Hawkins (right), Secretary and Treasurer of Petroleum Transportation, Inc., Gastonia, N. C., 
and Neal Hawkins, Jr., Asst. Secretary and Treasurer, look over a pair of their WHITE 4400TDL’s. 


Top payloads are a specialty of these big, tough WHITE 
4400TDL’s. ‘“‘They give us a payload advantage over 
competitive diesels of about 1800 Ibs.” say Howard and 
Neal Hawkins, Jr., of Petroleum Transportation, Inc. 

They add, “Extensive use of strong, lightweight 
aluminum cuts chassis weight to a minimum. Yet rugged, 
heavy-duty components keep stamina high, mainte- 
nance low. This diesel handles our 6000- and 7000-gallon 
loads with ease over roughest roads and steepest grades. 
And in some cases, our fuel mileage is double that of the 
gas engines we previously used.” 

You'll get performance like this from your WHITE 
4400TDL, custom-engineered for your exact job—to 
give you a competitive edge. Ask your WHITE repre- 
sentative today about this ultralight that cuts pounds 
off chassis weight and turns them into payload. 


THE WuitE Motor Company, CLEVELAND 1, OHIO 
Branches, distributors, dealers in all principal cities 


WORLD LEADER IN HEAVY DUTY TRUCKS 


White gives you a 
competitive edge because... 


@ WHITE engineers can choose from a great selec- 
tion of diesel engines designed for greater horse- 
power per pound, lower fuel consumption and 
lower maintenance. 


@ Your WHITE is custom-engineered for your job, 
and powered for your profit. 


@ WuiTe’s leadership in advanced design gives you 
the biggest payoff in payload and performance. 
Makes your WHITE a protected investment—with 
no artificial obsolescence. 

@ Your Wuite is backed by a nationwide service 
organization—specializing in heavy-duty trucks. 
Including a combined corps of WHITE and Cum- 
mins technicians specializing in diesel engines. 


.60 YEARS OF LEADERSHIP 


WHI ITE 





PLASTILUX : the sign of DISTINCTION 
aN | Se 


\ 





INSIDE 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


x NEOMNW PFPHROoYPv Cc rs 


INCORPORATED 
® Zizsma 4, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


We OpCTONE ono. ---csies. service stations. 
Please have a Signvertising Engineer call. 


Name 
Title 
Company 
Address 


City.. 















Watchdog mm >00-- 


Tor THIS SALE 
Billions! 


Millions of gallons of gasoline are pumped 
every month .. . billions of gallons every year 

. every year more gasoline is pumped than 
previously. 

Keeping pace with improved gasolines and 
improved service station facilities is the world- 
famous Veeder-Root Computer the re- 
nowned ‘‘ Head for Figures.”’ 

Gasoline standards will continue to improve 
... pump performance will continue to improve 

. and Veeder-Root Computers will keep pace 
with these improvements as Veeder-Root engi- 
neers continue their work of giving you even 
better performance. 

You can always count on “The Head for 
Figures.” 


\ Veeder-Root 


HARTFORD 2, CONNECTICUT 


/ 


.<s ‘The ame that Counté’ 


New York « Chicago « Los Angeles * San Francisco 
Seattle * St. Lovis « Greenville, S. C. 
Altoona, Pa. * Montreal 
Offices and Agents in other principal cities 








More than 300 quarts per minute of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 
Another M&S Filler shown in background fills 5-quart containers. Installation located at Oil City, Pa. plant. 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four “most wanted” 
filler features: 


. High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


Low Maintenance, Rugged con- 
struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


High Speed Operation. The M&S 
line includes fillers in every speed 
range— equalling the speed of 
latest closing machines — with no 


Me 


FOOD MACHINERY 


sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


. Waste-Free Filling. Such FMC 


“firsts” as the precision “No can 
—No fill” mechanism assures pre- 
vention of product waste. Addi- 
tional features that are available 
include the combination chute- 
belt-worm timer for gentle han- 
dling of lithographed cans, 
banked can track for high-speed 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 


Putting Ideas to 


Your FMC representative 
will gladly show you which 
M&S Filler Model is best 
suited for your oil filling 
requirements. Won’t you 
call him today? Or write 
for new M&S Oil Filler 
Bulletin No. CMD-701W, 
free on request. 





Work 


FOOD MACHINERY AND CHEMICAL CORPORATION 


Canning Machinery Division 


General Sales Offices: 


WESTERN: SAN JOSE, CALIF. + EASTERN: HOOPESTON, ILL. 
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How high the 
rabbit jumps 
depends 

on the size 

of the carrot! 


Oil ratios jump, too, with 
Fram’s Million $$$ Giveaway 
to spur dealer action! 


Given the right incentive, any dealer will up oil ratios and in- 
crease his filter business! Fram’s proved it time and time again. 
Now comes the most powerful promotion of all—Fram’s sensa- 
tional new Million $$$ Giveaway! Dealers have an opportunity 
to get valuable wanted gifts . . . personal gifts, gifts for the home 
and every member of the family —all absolutely free as a reward 
for increasing filter and oil change business! 

The way it works is simplicity itself! Fram does everything! 
A dealer gets 2 Gift Certificates in the carton with any 24 Fram 
Filter order. Certificates are redeemable for a choice of fabulous 
nationally advertised merchandise. Fram handles the delivery of 
all gifts which may be secured immediately or accumulated and 
redeemed for gifts in higher value categories. 

Besides getting valuable gifts for themselves, dealers can award 
Gift Certificates in competition for top performance in selling 
oil changes, oil filter changes, air filter changes and lube jobs. 

Fram’s Million $$$ Giveaway is a real business stimulator! 
It’s typical of the hard working promotional programs which are 
a vital part of FRAMARKETING*—the complete Fram sales 
development service designed to help dealers boost profits and 
to keep station turnover to a minimum. 

Filter replacement business today is big business! And as a 





part of FRAMARKETING’s* all-inclusive service, Fram field 
representatives, over 100 of them, carry on a constant program 
of dealer education to show dealers how they can easily and 
quickly get their share of this big accessory market. 


FRAMARKETING ... the automotive industry’s complete service 
for development of volume filter business: with research, training, 
advertising, promotion, sales-aids and personal field assistance. 








es a 
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MUSCLEMAN 





Tanker on tractor built. by Dodge. Bulging with muscle, hustle and 
money-saving ways. One of a big lineup of tough Dodge trucks for '61. 
Take your pick from hump-busting gasoline V8s, or mighty Cummins 

diesels for the really hefty jobs. Single axles 4nd tandems. Tractors and 
) straight jobs. Five-speed, eight-speed, and ten-speed transmissions. 
| GVWs from 15,000 Ibs. to 53,000 Ibs. GCWs to 76,800 Ibs. And every 

Dodge heavy-duty cab forward sports a BBC of just 8934”. Lets you put 

more load on less wheelbase, or pull a longer trailer, with none of the 
falc¥-lef-\e1al=sse) mn dl | aer-] okPan C10 Dlole|-4-mn (0) aa oS CM A010] au Dlolel°4-mol-1-1(-1as-Mal-\ dav lol © 
delivery time has been cut ‘way down. Parts delivery's been cut even more! 


DODGE TRUCKS 


A PRODUCT OF CHRYSLER CORPORATION 
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Sa Ee es Bas 


CITIES SERVICE 
GASOLENES: 








They’re making your sledding easier! 


There comes that eye-catching Cities Service sales team 
.and here comes more traffic, more sales for you. 
Motorists are seeing traffic-building billboards like this 
everywhere ...each one selling your Cities Service 
theme: “THE WINNING COMBINATION... 
LUXURY DRIVING PLUS TRUE ECONOMY.” 

It's been a big year for Cities Service and its dealers 
and jobbers. Wouldn’t this be a good time for you to 
find out about becoming part of this winning team? 

As a Cities Service dealer or jobber, you get real co- 


operation. We believe in giving our team every possible 
aid in every phase of their operations . . . from inven- 
tory control to advertising and special promotions. 

For the full story on Cities Service and what it does 
for you as a jobber or dealer, write: Cities Service Oil 
Company, Sixty Wall Tower, New York 5, N. Y. 
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Look at Gilbarco Sales-Maker pumps with an artist’s eye, with the eye of an 
FROM accountant, of a service mechanic. Then regard them from the viewpoint of 
the marketer, for whom pumps must truly be gasoline merchandising machines, 

ANY built to serve and to sell, and to keep on doing so for years to come. 


From any viewpoint you'll find the soundest value in gasoline pumps today is 
the Gilbarco Sales-Maker, built in a line of models to serve every marketing 


y| FWPOl NT need. Write today for complete information: GILBERT & BARKER MANUFACTURING 
COMPANY, West Springfield, Massachusetts, and Toronto, Canada. 





The world’s finest petroleum marketing and 
handling equipment comes first from 





Modern as tomorrow- 


and always safe. 


Protect your : ist , 
and keep | ii 
employees happy, 

by specifying - 
EVER-TITE Couplings. 


~ Ask your distributor now 
— EVER-TITE COUPLING CO. INC. 
\254 We West 54th Street, New York 19, N.Y. 
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Ahead of the News 





IN WASHINGTON 


Antitax Offensive—Petitions to let the 1¢ “tempo- 
rary” federal gasoline tax lapse next June will reach 
Congressmen’s offices this month. Some 600,000 peti- 
tions were distributed to service stations in a fall 
campaign to enlist motorists against the tax (NPN—Oct. 
p70). Results are still being checked, but some dealers 
feel insufficient time was allowed to get as many sig- 
natures as possible. A cutoff date of Nov. 8 was neces- 
sitated because of the national elections. 


No Tidelands Rehearing—-The refusal of the U. S. 
Supreme Court to grant three states a new hearing has 
dimmed prospects for a reversal of the court’s May 31 
tidelands decision. Without comment, the court re- 
jected claims of Mississippi, Louisiana, and Alabama 
for offshore rights to 10.5 miles. The May 31 decision 
limits the rights of these states to three miles, while 
allowing the rights of Texas and Florida to extend 
10.5 miles. 


Business Activity Drops—U. S. government econo- 
mists report the nation’s over-all business activity de- 
clined in the July-September period. It was the first 
decline since the 1958 recession, excluding the tem- 
porary slump during the steel strike. Gross national 
product fell $2-billion from the $505-billion of the 
preceding quarter, says the President’s Council of 
Economic Advisors. 


Heavy-Fuel Probe Coming?—The Federal Trade 
Commission is reportedly looking for possible Robin- 
son-Patman violation in pricing of heavy fuel in East 
Coast cargo sales. The probe is said to include cargo, 
tank car, and transport price supply arrangements. 


AROUND THE COUNTRY 


Demand Outlook, 1961—U. S. demand for all 
petroleum products in 1961 will be 3% higher than 
it was in 1960, Mobil Oil forecasts. Demand will ex- 
ceed 10-million b/d for the first time. Aviation-gaso- 
line demand will decline 7%, but jet-fuel use will 
rise 16%. 


What's New at OHi—That seagoing board-of-direc- 
tors meeting that’s part of Oil-Heat Institute’s cruise 
to Bermuda early this month will take steps (1) to 
set up an oil-fired water-heater section in the manu- 
facturers division to promote greater sales of this 
equipment by distribution-division members and (2) 
to increase the size of OHI’s field-service organization 
by creating a Midwest field representative’s post. 


FTC Protest?—California Petroleum Marketers Coun- 
cil will poll members to decide whether or not to 
complain to the Federal Trade Commission over Shell 
Oil’s pricing practices in California. Shell is presently 
following a policy of pricing within 1¢ of independents 
(NPN—Aug. p73). 








Private-Brand Experiment—Eastern marketers will 
be watching the station above in coming months. Sched- 
uled for Nov. 1 opening, it’s described as a “sales lab- 
oratory” by Sun Oil, which will use it to market a new 
Sun brand to be known as “Cent-A~-Grade.” 

Located in Wilmington, Del., the station is a former 
Sun outlet said to have averaged around 30,000 gal. a 
month in the eight months it operated before the 
switchover. It’s a standard-sized, two-bay, two-island 
station, situated three miles south of Wilmington near 
the city’s municipal airport. It’s in a hotly competitive 
area with many independents, including Spur and 
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Save-Way. ; 

Big feature of the converted station will be its 
nine-grade blending pumps (note sign at left in photo). 
Reportedly, the nine grades will start around 85 octane 
and go up to 102, at jumps of a penny a grade. Bottom 
price is expected to be 25.9¢, or 1¢ under the going 
private-brand price in the area. 

Pumps are standard Wayne Blend-O-Matics with 
custom-built housings. 


Sun says this is a one-station experiment. 
More Ahead of the News > 
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Ahead of the News 


Blow to Fair Trade—Gasoline fair trade is undergoing 
a severe court test in Pennsylvania. The state supreme 
court doubts that gasoline can be legally fair-traded. 

In an important 6-to-1 decision, the court reversed a 
lower-court opinion ordering a Gulf dealer, who hadn’t 
signed a fair-trade agreement, to stop selling below 
Gulf’s fair-trade price. The court said that before oil 
companies can get enforcement, they must prove to the 
court’s satisfaction that gasoline fair-trading is not 
price-fixing. 

“By its very nature,” said the majority opinion, “the 
gasoline industry does not clearly appear to be appro- 
priately suitable for fair-trade usage.” This conclusion 
is based on the court’s doubt that gasoline is in “free 
and open competition” in the meaning of an act which 





exempts fair-trade programs from antitrust action. “If | 


there is so-called conscious parallelism in fixing gaso- 
line prices,” the court said, “it is certainly probative 
evidence that in fact gasoline is not sold in free and 
open competition.” 

The dissenting judge declared that this ruling “is 
without precedent, and completely ignores principles of 
law adhered to for many years by this court.” 


Higher Octanes—cCurrent trends indicate that octane 
levels. will reach 105 in the next 10 years, say Sun Oil 
Co. refining engineers. 


Jobbers Recruit Allies—At next month’s NOJC 
meeting in Chicago look for a strong drive by Indiana 
delegates to recruit support for their divorcement study. 
The Indiana jobbers are now underwriting their own 
survey of jobber operation in their state. Key ques- 
tions: What percentage of the market is held by the 
jobber? Who’s building new stations—and how many? 
What are the figures on jobbers starting business and 
going out of business? If the Hoosiers gain enough 
support, they will make a concentrated effort to per- 
petuate the NOJC divorcement study committee. 


Price Trial Starts—Thirteen oil companies will be 
tried this month at South Bend, Ind., for allegedly 
conspiring to raise gasoline prices in April-May 1957. 
The Justice Dept. says the defendants violated the 
Sherman Antitrust Act in trying to end a “price war.” 


California Beefs Up Stamp Ruling—Service stations 
in California using trading stamp signs must now in- 
clude gross price per gallon, discount amount or pre- 
mium value of stamps, and the net price of gasoline. 
That’s the result of a clarification of an earlier ruling 
by the state’s attorney general Stanley Mosk. The 
ruling applies only to gasoline, not to any other com- 
modity on which stamps are given. Elaborating, Mosk 
says the very presence of trading-stamp banners is 
evidence of a discount. Pump price signs aren’t affected, 
since they “inform” rather than “induce” the public. 
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Phillips Moves North—Using a Hess terminal at 
Baltimore, Phillips Petroleum plans to spread north- 
ward into eastern Maryland, West Virginia, Dis- 
trict of Columbia, and Pennsylvania. The company 
will not market directly through jobbers. 


Majors in Virginia—Maijor oil companies are con- 
tinuing their bids to spread through Virginia. Chevron 
has assigned its third man (the first two reportedly 
resigned after unsuccessful tries) to Richmond to re- 
cruit jobbers. Many jobbers feel Chevron would do 
well to follow Tidewater’s program of buying jobbers 
and signing them up as commission agents. Tidewater 
has moved fast since it invaded Virginia three years 
ago. Atlantic is now in the fourth year of its five-year 
“Virginia project.” 
s 


Dual-Stamp System—A Georgia independent chain, 
Senco Inc., is trying a new approach to trading stamps. 
At three of its Atlanta stations, Senco stocks Gold 
Bond stamps. At one island, stamps are given with 
gasoline purchases; at the other, they’re not—and gaso- 
line costs 1¢ less (actually the local “normal” price). 
Customers buy about 55% of gallonage from the no- 
stamps pump, Senco reports, and the company makes 
money both ways. 


Sun Expands—An intensive expansion program has 


been launched in Ohio, Kentucky, and West Virginia 
by Sun Oil. Most of the added outlets will be new. 


Heating Oil Outlook—Natural gas will take over oil’s 
lead in the heating market, in the coming decade, 
going from a 35% share in 1959 to a 48% share in 
1969. Only coal will be hard hit though, as oil’s share 
rises from 43% to 45% in the next decade, says 
Leonard §. Marshman, Mobil Oil wholesale manager. 
Marshman predicts total U.S. energy needs will in- 
crease 3.5% a year in the 1960s compared with 2.5% 
annually in the 1950s. Oil demand, however, will rise 
only 2.8% a year as against a natural-gas demand 
increase of 5%. 


Soviet Oil Plans—Soviet oil production will expand 
greatly in the coming decade, say members of a U.S. 
petroleum delegation which recently toured the Soviet 
Union. One delegate, George F. Getty II, president of 
Tidewater Oil, says the quantity of Soviet oil in free- 
world trade is likely to remain small in the next five 
years, but surplus production will allow the U.S.S.R. 
“to shoulder its way more aggressively into world oil 
markets.” 


‘Super-Station’ Lease—Standard of Indiana is said 
to be ready to lease its “super-station” in Vincennes, 
Ind. Operator will be the current manager, whose con- 
tract guaranteed him first crack at any leasing setup. 
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Trends to Watch 





Wide-area pricing and fair trade are beginning to emerge as the two most effec- 
tive systems for obtaining stability in chronically price-disturbed areas. That’s the 
feeling of many eastern marketers who are close to pricing. They think both 
systems are making real headway in improving bad-price areas. But some say one 
system may predominate eventually; that sooner or later, all marketers may be in 
one camp or the other. 


On the West Coast, it’s a different story. General feeling there is that no answer 
has yet been found. Many marketers nurse hopes for wide-area pricing, but aren’t 
expressing much optimism as yet. 

Fair-trade backers generally praise the wide-area plan, but believe fair trade 
can be more effective. Dwight T. Colley, Atlantic’s marketing vice president, says, 
“Next to fair trade, the wide-area pricing plan is the best there is. But it doesn’t 
stop price-cutting by a selfish dealer. With fair trade, you maintain the retail price 
and give your dealers a guaranteed margin. It gives them something to work for.” 

Fred Moore, executive secretary of the Retail Gasoline Dealers Assn. of Massa- 
chusetts, says margins in his area are improved under wide-area, but were better 
under fair trade: “A comparison of 1960 surveys with those of 1941, when Socony 
[Mobil] set a 4¢ fair-trade margin, shows the average margin was much better 
in 1941.” 

“Wide-area is a step in the right direction, but it won’t cure all the industry’s 
ills,” says Reid T. Westmoreland, Lamson Oil Co. division of Richfield Oil Co., 
Providence, R.I. “Myself, I like fair trade best. It guarantees dealers a minimum 
wage.” 

Other marketers like the wide-area plan’s flexibility. “Wide-area is a free price, 
not one that someone tells you you must sell at,” says Arthur DeBlois Jr., Texaco 
jobber of Pawtucket, R.I. “A little fair trade is like a little pregnancy—there’s no 
such thing. It’s the beginning of control.” 

(For a full-dress report on wide-area pricing and what it means to marketers, 
turn to page 98.) 
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Your Personal Business 


Chicago will be brimming with oil marketers this month. If you’re headed for 
one of the three conventions scheduled for the week of Nov. 9 through Nov. 16, 
you'll be engaged in the usual battle of trying to squeeze into your stay as much 
business and pleasure as you can, short of bankruptcy or physical collapse. Some 
thorough mapping-out beforehand can smooth your convention path. 

Try getting there early. Latecomers will find themselves caught in the inevitable 
convention jam at the hotel. Also, an early arrival will give you a chance to get 
your bearings in the “windy city,” find good restaurants, get tickets to sporting 
events, and so on. Once the conventions start you'll be hard pressed for time. 

The temptation at any large meeting is to stick with the people you know, those 
from your own city or state. By doing this you pass up one of the main benefits of 
a national convention, the chance to talk to marketers from all over the nation. 

If you want to talk to someone in particular, get in touch with him before the 
conventions start. The crowded schedules at the conventions and the profusion of 
things to do in Chicago can make unarranged conferences almost an impossibility. 
One of the best times for an informal confab is at breakfast. 

Even teetotalers will find that the hospitality suites are excellent places to meet 
other oil marketers. Try making a list of the suites. They range from a salesman, 
with a few bottles in his room, to large formal affairs run by the majors, with key 
people on hand. Pick out the ones you think will have the people you want to 
see most, and work down the list. 

You may want to bring someone from your staff. He can sit in for you when 
important events occur at the same time. To get the most out of this system, follow 
the lead of the majors and schedule daily staff meetings at breakfast or lunch to 
hash over what you have picked up. 


The weekends will be prime time for entertainment. The schedule of things to 
see and do is almost as crowded as the business schedule. The Chicago Bears will 
play the Baltimore Colts on Sunday, Nov. 13. Better write ahead for tickets to 
this one. Chicagoans love football, and the champion Colts should cause a sellout. 
College football fans can see Michigan State vs. Northwestern on Saturday, Nov. 
12, at Evanston, Ill., and the Blackhawks, Chicago’s professional hockey team, 
will play Toronto Nov. 9 and 13th at Chicago Stadium. 

After hours: Small stage revues are a good bet for fine entertainment at moderate 
cost. In the loop area, Happy Medium, Second City, and Cloister Inn offer lively 
shows in an intimate atmosphere. 


Supper clubs may cost you more, but they offer headline entertainers. London 
House features combo music of the Marion McPartland, George Shearing variety. 
Camelia House relies on a chanteuse and plush surroundings to keep the customers 
happy. At Mr. Kelly’s you can see the angry young comedians of the Mort Sahl, 
Shelley Berman school. Other clubs with top entertainment and food are Trade 
Winds and the Empire Room at the Palmer House. 

You'll find Chicago cleaner this year. The police shakeup some months ago has 
led to a general tightening up. Not that the clip joints aren’t still looking for 
business. Keep sober enough to dodge the B-girls and dice-girls. And Calumet 
City and Cicero may not prove to be worth the trip if you’re looking for a wild 
night . . . not like the old days, at all. 

Guarantee yourself a warm reception at home by picking up a memento for 


your wife. There are lots of smart shops along the main stem . . . the labels are 
impressive. 





—NPN— 


Suggested Reading: Do you golf in the 70s or consistently top 100? Either way, you 
may want to skim through “Pro Pointers and Stroke Savers” (Harper Bros., $4.95). 
Lloyd Mangrum, Doug Ford, Arnold Palmer, and 58 other golf stars explain and 
illustrate their specialties. 

“How to Communicate Policies and Instructions” (Bureau of National Affairs, 
$14.75) is a high-priced volume aimed at helping you clear up the bottlenecks 
that cause slow-ups in passing the word along to the front line. The author, Joseph 
D. Cooper, takes a couple of long-overdue pokes at the gobbledygook procedural 
manuals which often serve to complicate rather than cure the probler:. 
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IT’S ALWAYS HARVEST TIME FOR PROFITS 
WHEN YOU SELL SUN QUALITY LUBRICANTS 


No one is more valuable to today’s 
farmer than the man who helps him 
keep his expensive machinery run- 
ning at top efficiency. 

Combine quality products with 
reliable service, and you’ve built 
yourself a reputation. 

Sun offers you a complete line of 
petroleum products and all the help 
you need to get across your quality- 
and-service story. 

You can sell a Sun product under 


your own brand name anywhere. In 
many areas you can get a distribu- 
torship for Sunoco fuel oils and other 
branded Sun products. In some 
areas distributorships for Blue 
Sunoco gasolines are still available. 
To get more information, write to 
Sun O1t Company, Dept. NP-10, 
1608 Walnut Street, Philadelphia 3, 
Pa. In Canada: Sun Oil 
Company Limited, Toronto 
and Montreal. 


ORIGINATORS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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FOR FASTEST, EASIEST IGNITION 


SYSTEM TESTING.. 


CHOOSE LINCOLN 


gives accurate, reliable test 
in only 3-5 minutes 


@ Spots any ignition trouble fast! 

© Connects in seconds with simple alligator 
clips 

© No training required. You can learn to use 
it in less than half an hour 


Here’s a combination of speed, dependability and 
economy you'll find in no other method of ignition 
system testing. With unwavering accuracy and 
consistency, the Lincoln Quick-Check Dwell-Tach 
and Ignition Tester give you direct readings on 


e Points Condition 

e Engine idle speed 

e Dwell (points spacing) 

e Ignition output and reserve 

(Tests coil, secondary wiring, distributor cap and 


rotor, spark plugs and timing) 


Direct Reading from Color-Coded 
Expanded Dials! No Calculations Needed! 


® Tests all 4, 6, and 8 cylinder engines, both 
6 and 12 volt ignition 


¢ Surprisingly economical. Highest quality 
and accuracy at modest cost 


A five-minute demonstration will prove how easy 
Quick-Check is to use... (see coupon). 


Lincoln offers a complete package for thorough 
ignition system testing that includes these other 
instruments and accessories: 
BATTERY LOADER AND TESTER 
GENERATOR-REGULATOR TESTER 
TIMING LIGHTS 
HANDI-START 


Easy-to-follow instruction manuals show testing 
procedures for entire ignition system. 


Send coupon for Bulletin 301 and price list, and the name 


of your Lincoln wholesaler handling Quick-Check. 


6040 


LINCOLN ENGINEERING COMPANY 
4010 Goodfellow Blvd., St. Louis 20, Mo. 


[] Please send me Bulletin 301 and price list on Lincoln 


Quick-Check instruments. 
[] | would like to have a demonstration. 


Name 
Company 
Address 


City .. Zone . State 
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AVONCRAET Package’ Stations 


PORCELAIN ENAMEL 


" FUNCTION 
and lasting Syeauly 


Here are “package” service 
stations that have the industry talk- Construction yee 
ing—and no wonder! Avoncraft gets you on ona et nappies 
g a : ny Flexibility of Design 
the profit side of the ledger fast—average construc- Movability 
tion time is from 10 to 12 working days, once the founda- Lasting Quality 
tion is in. When completed—Avoncraft stations re- Competitive Cost 
quire only minimum maintenance 


sparkling porcelain enamel finish Avoncraft is building in most areas now. 
May we send free color brochure with 
never mars, never dulls. 


AVONCRAFT 


P.O. BOX 1030 + UNiversity 6-4561 »- NEW ORLEANS 8, U.S.A. 


A DIVISION OF [rm AWONDALE SHIPYARDS, Inc. 


FORMERLY AVONDALE MARINE WAYS, INC, 





P 


RATS » 


UNIVERSAL ~ 


Lifts any car safely—adjusts to become longer, 
shorter, wider or narrower than any other lift! 


sf 
t 
| 
| 


Spot the car (any car)—reach in with the handy hook and position the arms— 
then raise the car. It’s that simple and quick with the Wayne Universal. 


FLEXIBLE—Size extended, 95 in. long, 88 in. wide—size retracted, 60 by 36 in, 
And it snugs down to a skimpy 434 in.—lowest of all lifts. All four arms move 
as indicated by dotted lines. Each contact pad slides down to the base of its 
arm. They just don’t make the car you can’t handle with a Wayne Universal. 


SAFE—Accommodates loads up to 8000 Ib.—but has been successfully tested 
at loads far in excess of this. Heavy duty bolster and sturdy arms constructed 
of steel plate. Safety leg with toe-touch release locks car safely at any of 6 
different heights. Minimum friction packing in main cylinder lets lift move to 
floor after tires touch down. Uncluttered floor means added safety. 


CONVENIENT—Lifts car frame a full 71 in. to give you ample headroom and an 
unobstructed view of the working area. Entire car underbody is easily 
accessible. You save time on lube work, muffler replacement, tire servicing, 
or any other repair job. 


EXCLUSIVE 4 POSITION 
CONTACT PADS 


Closed 


Pad down for most cars 


No. 1 Position 
First notch gives 144 in. added height 


No. 2 Position 
Second notch gives 2 in. added height Cag 


4, 


oy, 
s, 


No. 3 Position 
Pad set vertical gives 54% in. added height 


Get Bulletin W-123 for full data on new Wayne Universal Frame Lift. 


WORLD'S LARGEST 
MANUFACTURER OF 
* GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation - Salisbury, Md. - WAYNE PUMP CANADA, LTD. - Toronto, Ontarie 
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SINCLAIR 


IT’S TIME YOU, TOO, GOT YOUR SHARE 
OF A BILLION DOLLAR BUSINESS 


You can start right now! 


The opportunity for a profitable business in Sinclair’s 36-state marketing territory is just waiting for 
an alert businessman to step in. 


As soon as you do, you can call on Sinclair to help you with problems of finance and administration, 
bulk plant operation, and service station development. You'll get a complete sales training program 
for your dealers and a program for your salesmen to help them build extra fuel oil, industrial and 
farm gallonage. 


Start getting your share of a billion dollar business. For the whole story, write, Manager of Distribu- 
tor Sales, Sinclair Refining Company, 600 Fifth Avenue, New York 20, N. Y. 


Sinclair 
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This Affects You, Too 





OME of the industry’s campaigns have been 

difficult, but the industry is now engaged 

in one of the toughest: trying to get the public 
worked up over the gasoline tax rate. 

The objective is laudable. If the public be- 
comes sufficiently concerned, it may mount 
some active opposition to further increases in 
the gasoline tax rate, which has reached a level 
that is considered dangerously high for the 
industry. It is apparent that strong public senti- 
ment is necessary to forestall new rises and to 
get rid of the “temporary” one-cent increase 
due to expire next year. 

The campaign is difficult because the public 
is generally indifferent to excise or use taxes. 
For the public it’s a dull subject—ranking with 
capital-equipment depreciation, U.N. trustee- 
ship activities and tsetse infestations in the 
Nile among subjects that fail to fire up pop- 
ular imagination. Part of the problem is apathy 
of many people within the industry to this 
subject. 

Yet the facts are potent and serve to make a 
strong case against willy-nilly gasoline taxing, 
which has become a widespread practice. 

e Item: The Federal gasoline tax is nearly 
twice as high as the tax on such luxuries as 
diamonds and mink coats. Yet car-driving is 
not a luxury. Seven out of ten workers rely on 
cars to get to work. 

e Item: State and Federal taxes already 
produce $5-billion a year in total revenues. 
A colorful example stressing the immensity of 
the amount was given by D. W. Ramsey, Hum- 
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ble Oil and Refining Co. vice president (mar- 
keting). If taxes were collected in kind, as was 
the custom in ancient Egypt, the oil industry 
would have to turn over to the state and Feder- 
al governments about 27-billion gallons of 
gasoline—enough to run all automobiles, buses 
and trucks in the U.S. for about six months. 

e Item: High taxes affect consumption ad- 
versely. Mr. Ramsey, referring to a study by 
Jersey Standard economists, states they find 
that the one-cent Federal gasoline tax increase 
late in 1959 “appears to have lowered the 
trend growth in gasoline consumption by 1.5 
per cent.” The Jersey Standard economists 
also estimated the effects of a two-cent increase 
in the New York state gasoline tax, early in 
1958, and find that tax-paid consumption in 
New York state was down by 7 per cent. 

The problem is that there is a point of di- 
minishing returns in the field of taxation. When 
you go beyond that point, the taxing agencies 
are no better off, but the industry loses out. 

Everyone who makes a living in the oil 
industry should be aware of the gasoline tax 
problem—as dull as the subject is. If nothing 
else, they should be aware of the all-out in- 
dustry campaigns to keep the problem from 
growing. They should be aware of the simple, 
stark facts, including those cited above. They 
should make sure their friends and relatives 
know about this. 


The gasoline tax problem affects more than 
that vague, impersonal body known as “the 
industry”. This affects you, too. 




















For the past 11 years, Carl J. Bergman has operated this Skelly Station at 2628 West 
Colorado Ave., Colorado Springs, Colo. During this time, his gress sales have increased 
an average of 10% each year. Mr. Bergman feels that Skelly’s dynamic promotions have 
helped make these constant sales increases possible. 


Carl J. Bergman, Colorado Springs, Colorado, says: 


''Skelly’s ‘You Start, Or We Pay’ campaign 
is the best promotion I’ve ever seen.’’ 


“For selling ‘Big Ticket’ items like 
tires and batteries, Skelly’s “You 
Start, Or We Pay’ campaign is the 
best promotion I’ve ever seen. 


“My ‘Big Ticket’ sales doubled dur- 
ing the Bonded Starting promotion 
last fall. And now that we’re run- 
ning the same promotion again this 
year, they should go up even more! 
(A ‘Big Ticket’ sale is any single 
sale over $30.) 


“About $45 was the average for 
each of my ‘Big Ticket’ sales last 
year. And when you add to this 
the extra motor oil sales I made 
during the promotion, it comes out 
to be a pretty big figure. 


“Altogether, | gained about $2,000 
in extra gross sales during ‘You 
Start, Or We Pay’ last fall. 


“And | didn’t have one call to go 
out and get someone started under 
the terms of his Bonded Starting 
Certificate. I would have been glad 
to go, though, because I get my 
regular service charge, yet Skelly 
reimburses the customer. 


DIVISION OFFICES: Aberdeen * Chicago * Dallas * Denver ° 
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“For more than 11 years now, I’ve 
been a Skelly Dealer. And right 
now, my business is double what it 
was when I started out. I consider 
Skelly’s ‘You Start, Or We Pay’ 
campaign one reason why my busi- 
ness keeps going up. 


“Another thing that sets Skelly 
a notch above other major oil com- 
panies is the consistent high quality 
of Skelly products. I know that the 
gasoline and oil I sell is the very 
best on the market. And the same 
thing goes for every other Skelly 
product I have in the station. 


“Skelly is an easy company to deal 
with, too. I’ve never had anything 
but pleasant relationships with 
every person from Skelly I’ve met. 


“Anyone interested in getting 
a profitable franchise with a real 
future ought to see Skelly first. Ask 
any Skelly Dealer.” 


In the meantime, get full details on 
how easily you can have a Skelly 
franchise. Simply fill out and mail 
the coupon at right, today. 


SKELLY 


| 


SKELLY OIL COMPANY 
Franchise Division 

| 605 West 47th Street 
Kansas City 41, Missouri 


Please rush me full details on how easily 
| can have a Skelly franchise. | realize all 
inquiries will be held in strict confidence. 


Name 
Address___- 
Ricci seektile 


State___ 


| Present 
1 Franchise_ 





Des Moines * Kansas City * Lubbock * Omaha © St. Louis * St. Paul « Tulsa * Wichita 
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@ American Petroleum Institute: Nov. 14-16, 
Conrad Hilton, Congress, and Palmer House. 

@ API Marketing Division: Nov. 14-15, Con- 
gress Hotel. Highlights include preliminary report 
by new subcommittee on the oil-powered home, 
roundtable discussion on what the jobber expects 
from his supplier and what the supplier expects 
from his jobber. 

e@ American Gasoline Dealers Assn.: Nov. 12- 
13, board of directors meeting. 

@ Society of Independent Gasoline Marketers 
of America: Nov. 14, Congress Hotel. Annual 
meeting. 


Laurels—API’s gold medal for 
distinguished achievement this 
year goes to Eugene Holman, 
who retired last May as board 
chairman of Jersey Standard. 

Holman’s oil career began 
when he joined Texaco Inc. and 
went to Cuba after receiving his 
master’s degree in geology. It 
took him through several Texas 
oil booms with Humble Oil and 
Refining Co., and to Venezuela as president of 
Creole Petroleum Co. He became president of 
Jersey Standard at age 49, and 10 years later was 
named board chairman. 

The medal is awarded at API’s annual meeting, 
and is one of the top U.S. industrial awards. It 
goes to an outstanding person who has made a 
contribution to humanity through the oil industry, 
though not necessarily an oil man. 


Holman 
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Humble on the Move 


Pushing ahead with ‘Enco,’ 
it broadens U.S. coverage 


STEPPING UP its expansion activities, Humble 
Oil & Refining Co. made these significant moves 
last month: 

@ Ran advertisements in Carter Division terri- 
tory stating that its new “Enco” brand (NPN— 
May, p75) would appear at “about 30,000 stations 
across the country pretty soon.” This would affect 
—if not replace—existing brands at all Humble 
divisions, including Esso Standard in the East. 

e@ Prepared to introduce the Midwest, plans call 
for a “secrecy campaign” introducing the Enco 
brand in a large Midwest city. In California, the 
Humble oval and the Enco brand will appear at 
11 “Major” stations acquired last spring (NPN 
June, pl01) and 23 Shipkey stations acquired 
more recently. 

e@ Was reported to be negotiating for the Path- 
finder Petroleum chain, with about 70 outlets in 
California. 

@ Opened its first Enco station in Ohio, at 
Youngstown, and was reportedly wooing successful 
distributors in the state, including independents 
Bonded Oil in Springfield and Tresler in Cincin- 
nati. 


Canada May Probe Majors 
on Fuel-Oil Distribution 


CANADA’s Justice Dept. is considering whether 
to investigate fuel-oil distribution practices of 
Canadian major oil companies. 

The Quebec Assn. of Fuel Oil Distributors has 
filed a brief alleging monopolistic and unfair prac- 
tices. The charge is under study by the director 
of investigation and research, Combines Investiga- 
tion Branch, Dept. of Justice. 

Director D. H. W. Henry, chief enforcement 
officer for the Combines Investigation Act, Can- 
ada’s antitrust law, will study the charges and 
report to Justice Minister Davie Fulton. Fulton 
may then direct Henry to investigate. 

Henry would be empowered to inspect books 
and records of the companies concerned. If he 
decides an offense has been committed, he would 
make allegations and submit them to a three-man 
Restrictive Trade Practices Commission. 

(Continued on next page) 





(Begins on page 89) 

The commission normally holds formal hearings, 
allowing the accused parties to defend themselves. 
The commission then reports to the Minister of 
Justice, who may order prosecution. 

Canada’s antitrust law prohibits, among other 
things, deals among competitors to fix prices or 
otherwise limit competition, buying up competitors 
to eliminate competition, and discriminatory price- 
cutting for the purpose of driving a competitor out 
of business. 


New Import Quotas 


More marketers may get resid 
under latest federal proposals 


ABOUT 12 to 14 established primary marketers 
and suppliers of residual fuel oil in PAD 1 stand a 
chance of becoming resid importers. 

They will have an opportunity to join other im- 
porters, if they desire, under a government pro- 
posal to change Oil Import Regulation 1 by amend- 
ing the presidential proclamation under which the 
imports-control plan was set up. 

The 12-14 companies are now frozen out of 
resid imports because they do not meet current 
(and about to be amended) specifications that they 
must be importers of record in 1957. 

At least five majors with slim resid quotas (be- 
cause they were small importers in 1957) have a 
chance of upping their quotas. 

The government isn’t throwing the imports doors 
open to all comers. It is restricting the proposals 
to those companies in PAD 1 who have deep-water 
terminals. And included in the government defini- 
tion of deep-water terminal, in addition to tankage, 
pumps, and pipe lines, is the following: “ 
which is adjacent to navigable waterways and to a 
ship’s berth that permits . . . delivery into the in- 
stallation by a direction connection from a tanker 
drawing at least 30 ft. of water while the tanker is 
moored in the berth at low tide.” 

Under that definition, it’s possible that Sun Oil 
and Cities Service may now receive resid import 
quotas. It’s also possible that Mobil, Atlantic, Gulf, 
Sinclair, and Standard of California (through Cali- 
fornia Oil) may be able to boost their small import 
quotas. 

And it’s expected that the new regulations, if 
adopted, would mean resid import quotas for the 
following wholesale terminal operators: Pocahontas 
Fuel, Salem, Mass.; Union Oil Co. of Boston, Bos- 
ton, Mass.; Pacific Oil Co., Fall River, Mass. 
(terminal at Tiverton, R. I.); T.A.D. Jones & Co. 
and Wyatt, Inc., both at New Haven, Conn.; 
Patchogue Oil Terminals, Brooklyn, N. Y.; North- 
ville Terminal, Northville, L. I.; Sears Oil Co., 
Rome, N. Y. (terminal at Albany, N. Y.); Preferred 
Oil, New York City; Coastal Oil Co., Newark, N. J.; 
and Quincy Oil Co., Quincy, Mass. 


The 1961 Models— 


TT HE EIGHT CARS on these pages represent the 
newest of the new models now starting to hit 
your driveways. They’re the eight that embody 
really significant changes from an oil marketer’s 
viewpoint—styling or engineering changes that 
could shape future patterns of service and repair. 

Except for the Rambler American and the new 
compact trucks, styling changes in the 61 models 
aren’t radical. The big trends are in internal design. 
The new compacts lead in this area, with the in- 
troduction of aluminum engines and transaxles. 
Another important trend—the move toward a serv- 
ice-free chassis—is being spearheaded by the lux- 
ury cars. Cadillac and Lincoln both have long-in- 
terval (30,000-mile) lubrication recommendations 
this year. 

Here’s what these pacesetters look like. For more 
about their effects on oil marketers, see NPN— 
Sept. p65. 


DODGE LANCER 

New compact from Dodge will use 30° inclined 
engine, available in two sizes—101-hp six or 145- 
hp eight. Both engines will use regular gasoline. 
Car has standard 5-qt. oil capacity, but holds 
only 13 gal. of gasoline. As with all Chrysler cars, 
Lancer will use an alternator instead of a DC gen- 
erator. Standard transmission will be manual. 


RAMBLER AMERICAN 

Has undergone first styling change in ten years. 
Will be offered in 13 models, including new con- 
vertible and 4-door station wagon. New features: 
Life-of-car ceramic-coated exhaust system; tire de- 
sign said to increase tire life 15%; owner’s manual 
with instructions for making minor repairs. 

Engines offered are aluminum 90- and 125-hp 
straight sixes. 
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PONTIAC TEMPEST 

First car to use transaxle. Front-mounted engine 
is also new. Four-cylinder, 45° inclined power plant 
resembles standard Pontiac V-8 split down the mid- 
dle. Engine comes in two compression ratios; 
10.25:1 for premium fuel and 8.6:1 for regular. 
Pontiac will also offer an aluminum V-8 that will 
use regular gas. 

Automatic shift is optional. 


BUICK COMPACT SPECIAL 


Also has aluminum V-8 power plant. New 150- 
hp engine will use regular gasoline at a compres- 
sion ratio of 8.8:1. Special has relatively low (14 
gal.) gas capacity, but takes normal oil fill. (5 qts.). 
As with Olds F-85, cooling capacity is small (13.5 
qts.). Air-cooled automatic transmission is optional. 
Three-speed synchromesh manual transmission is 
standard. 


FORD ECONOLINE TRUCKS 


Built on a 90-inch wheelbase; include a pickup, 
van, and station bus. Engine, mounted behind 
driver’s seat, is 6-cylinder, 85-hp 1960 Falcon 
model with heavier bearings. Cooling system ca- 
pacity almost minute (8.8 qts.) New Universal 
joint spiders have grease fittings which will need 
regular lubrication under heavy load conditions. 
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Here's What's Really New About a 


OLDSMOBILE F-85 

Olds compact entry will have 155-hp aluminum, 
V-8 “Rockette” engine with compression ratio of 
8.75:1 for use with regular-grade gasoline. Tank 
capacity is normal (16 gal.) as is oil capacity (5 
qt.), but cooling system will take only 13 qts. with 
heater. New hydra-matic has variable ratio in first 
gear. Body construction is integral-frame. Com- 
plete front suspension mounts to cross member. 


CHEVROLET CORVAIR 95 


New line of 95-inch wheel-base trucks consists 
of a panel and two pickups. They will have flat 
opposed, 80 hp, 6 cylinder aluminum air cooijed 
engines. Transmissions will be 3- or 4-speed, man- 
ual or automatic. Corvair trucks will have rear 
mounted engines coupled to transaxle. Engine, 
transaxle, and rear suspension can be removed 
as a unit. 


LINCOLN CONTINENTAL 


Features recommended lubrication interval of 
30,000 miles, as does Cadillac. Lincoln gets this by 
using a molybdenum-disulfide grease retained by 
rubber and plastic seals. This grease will not mix 
with ordinary lubes, will require special lube lines. 
Also, Lincoln will recommend oil-change interval 
of 6,000 miles. 





New Survey: How the U.S. Motorist's 





Motorists are more price-conscious now, and not so loyal to one station 
or one brand. Those are big findings of Du Pont's latest depth study * 





S THE U.S. MOTORIST CHANGING? Du Pont’s new 
depth survey of motorists’ buying habits says 
yes. Comparison with similar Du Pont surveys made 
in 1956 and 1952 brings out these eight-year trends: 
e@ The 1960 driver is more price-conscious in 
selecting his service station and brand. 

e His brand loyalty is declining. 

e@ He’s less of a premium-gasoline buyer. 

e He’s more likely than before to be a “she,” 
as 8% more women appear behind the wheel. 

Du Pont’s survey is based on personal interviews 
with 4,500 motorists, aiming at “average” rather 
than “volume” customers, national rather than re- 
gional representation. 

Here are the high points: 


Station and Brand Loyalty 

Asked if they usually go to the same service sta- 
tion, 66% of motorists queried answered yes-— 
a 6% decrease over the number of station-loyal 
motorists eight years ago. 

The station-loyal motorist: He sticks with the 
same station usually because he likes the service 
(47%) or because it has a convenient location 
(30% ). Good service was cited as a factor by 6% 
more than in 1952. Only 8% stay with the same 
station because it has lower prices, but this is double 
the number in 1952. 

About 38% of station-loyal customers switched 
loyalty from another station because of change of 
residence. Other reasons included unsatisfactory 
service (12%), a closer or more convenient loca- 
tion (11%), and cheaper price or use of stamps or 
premiums (8%). 

The station-loyal motorist is usually a buyer of 
major-brand gasoline (82%) rather than independ- 
ent (9%) or local (7%). If he does change his 
station, he usually carries his brand loyalty with 
him. He buys the brand because “the car operates 
better and it is good for the motor” (30% ), because 
of “friendly, reliable service” (21%), because the 
station is conveniently located (14%) or because 
of good quality (13% ). Good quality, however, was 
important to less than half the number that voted 
for it in 1952. Over 10% —double the number in 
1952—bought the brand because it was cheaper. 

The motorist who isn’t loyal to one station: He 
uses several stations because he buys “wherever I 
am when I need gasoline” (44% ). Of the 13% who 
explained that they used different stations because 
they travel on the job, almost half were added since 


1952. Those with no station loyalty or preference 
accounted for 13%, an increase of 11% over 1952. 
Those who bought where the price was cheapest 
accounted for 9%—an increase of 8%. Almost 
13% said they used several stations because they 
liked to “spread patronage.” 

The customer who is not loyal to one station is 
likely to have used three different stations during 
the month. 


He is not likely to be loyal to one brand, either. 
Of this category, 66% said they did not usually 
buy one company’s brand of gasoline—-a 2% in- 
crease over 1952. Over 75% buy major brands. 
Why? Most common reasons were “car operates 
better” (27%), “good quality” (11% —less than 
half the number in 1952), credit card or charge ac- 
count (11%—double the 1952 figure), and cheaper 
price (over 9% —or 7% more than in 1952). 

Brand-loyal customers: Motorists in this category 
usually buy major brands (81%). Asked why, they 
cited better performance (30% —an increase of 7% 
over 1952), friendly and reliable service (19% — 
an increase of 3%), good quality (13%—a de- 
crease of 14%), convenient location (13% —a de- 
crease of 3%). Over 10%, or double the 1952 
count, said they bought the brand because it was 
cheaper. 

Most motorists in the brand-loyal category had 
been buying the brand for five years or more. 

All respondents were asked if they shopped 
around looking for a good price break, either among 
stations carrying the same brand or among different 
brands. Those who shopped among stations totaled 
6%, among brands 4.2%. Over 6% said they did 
both. But 84% said they did neither. 


Over 75% of motorists queried stated they 





* “Profile of the Motorist” is the fourth and . most 
extensive market survey undertaken by Du Pont’s 
Petroleum Chemicals Division. Working in conjunction 
with Crossley S-D Surveys of New York, the company 
conducted personal interviews with 4,507 motorists 
throughout the U.S. As many as three calls were made 
to assure a representative sampling. 

Previous Du Pont surveys included “The Service 
Station and the Motorist” (1952), “The Service Station 
Operator” (1954) and “Buying Patterns at Service 
Stations” (1956). The present survey was aimed at 
gaging changes brought about by factors such as three- 
grade marketing and credit cards. 

Du Pont is now engaged in an extensive cross- 
tabulation of the data. Future reports will offer new 
and more detailed information on the average motorist 
by age, income, sex, geographic area. 
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Buying Habits Are Changing 


believed all gasolines to be “pretty much alike” 
regardless of brand, an increase of 5% over 1952 
survey figures. Asked if they had switched brands 
in the last year, over 26% said yes. Their reasons 
for switching brands ranged from “have no brand 
preference, stop where convenient” (39%) to 
“changed stations” (14%) to “cheapest” (11%). 


Trading Stamps and Giveaways 


Using a projective technique, a surveyor asked 
motorists, “How do you think most people feel 
about patronizing a service station that gives trad- 
ing stamps?” Over 44% surveyed thought most 
people probably bought at such a station. Some 
19% felt people definitely would use the station. 
Those who felt people would probably not buy at 
such a station: 28% ; would definitely not buy: 6%. 

Among those who were not favorably inclined 
toward stamps, reasons stacked up this way: it 
means you pay more for gasoline and get poorer 
service (30%); service and gasoline are more im- 
portant (26%); people, especially men, are not 
interested in stamps (27%), too much bother 
(13%), and prefer discount (3%). 

Giveaways entered the survey picture when 
motorists were queried indirectly on how they felt 
about patronizing stations featuring premiums (Here 
Du Pont says the gage was of stations using prem- 
iums constantly, not casual or occasional users). 

The score: Most people probably would not buy 
at such a station: 43% . Most people would probably 
buy at such a station: 31%. Most people definitely 
would not patronize it: 15% . Most people definitely 
would patronize it: 7%. 

Those against argued that the products were 
cheap and undesirable or that the choice was limited 
(44% ) and that it meant you had to pay more for 
your gasoline (26%). 


Price Wars and the Motorist 


Asked whether their neighborhood stations had 
been involved in a price war, 38% of motorists 
said yes, a 16% increase over 1952. Those who 
said no averaged 46%, while 16% didn’t know. 
Most respondents said they didn’t shop around to 
take advantage of lower prices during the war, but 
26% said that they did—an 8% increase over the 
same figure for 1952. 

Of the group who did shop during a price war, 
over 71% bought where price was cheapest re- 
gardless of brand (an increase of 5% over eight 
years ago), while 13% bought the usual brand 
where it was cheapest (7% less than in 1952). 

Of those who shopped for the cheapest gasoline 
in a price war, 96% actually bought gasoline at a 
low-price station. Of these, 60% did not continue 
to patronize the cut-rate station, while 37% did. 
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Grades of Gasoline 


Interviewers asked motorists which grade of gas- 
oline they usually bought. Here’s how the answers 
stacked up compared to preceding survey periods: 


1960 1956 1952 


Premium 39% 44% 41% 
Regular 58% 50% 48% 
Half and half 3% 5% 10% 


Du Pont’s statistical analysts credit two factors 
with being instrumental in the trend from premium 
to regular: (1) Regular gasoline sold today will 
satisfy more cars than it did in 1952; (2) The price 
spread between premium and regular has increased, 
while consumers have grown more cost-conscious. 

Asked why they bought regular, motorists usually 
(54%) replied it was cheaper. Over 33% said 
premium was not needed, up 23% over 1952. 

Premium users bought it “because the care re- 
quired it” (27%—an increase of 8% over 1952), 
because of “better performance” (40%), “better 
mileage” (15%), because they believed the car 
started faster (12%), because premium “prevents 
knocks” (19%), or because “cleaner for the 
engine” (14%). Almost 3% bought premium be- 
cause they believed the higher price brought them 
the best (a decrease of 9% over 1952). 

Most super-premium purchasers gave better per- 
formance as their reason (40%), followed by those 
who felt the car required it (24% ). 

Half-and-half users were mainly made up of 
those who bought premium in winter and regular in 
summer (47%). Over 36% split their purchases 
because they felt it was good for the car. 


Changing Motor Oil 


Of all the motorists surveyed, 79% decide them- 
selves when it’s time for an oil change. Most (67%) 
buy motor oil for an oil change at the same place 
they buy gasoline. Of those who don’t, 33% buy 
motor oil at another service station, 16% get it at 
a mechanic’s garage or repair station, 24% buy it 
at a dealer’s shop, 12% at a wholesale outlet, over 
9% at a chain store and 1.3% at a discount house. 

Surveyors got these answers when they asked 
motorists why they bought a particular oil: 

Believe it is best brand (32% —a 10% decrease); 
Convenient because my station stocks it (22%); 
Stays in motor longer (15%); Believe it is better 
for the car (13% —a decrease of 11% over 1952). 

As to how they decide themselves when it is time 
to change their oil, over 17% decide on the basis of 
mileage. Of those who specified the mileage, it broke 
down to: 1000-1999 miles (34% ); 2000-2999 miles 
(20% ); 3000-3999 miles (4%); 4000-4999 miles 
(2%); 5000-over miles (2%). 

Another 22% decide to change because of the 





General 
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condition of oil in the car. Only 6% go along with 
a station attendant’s recommendation. 

Asked how many quarts of oil they added be- 
tween changes, 49% replied “none,” while 23% 
said one quart. Of those who did buy make-up oil, 
over 38% bought it in the same station where they 
bought gasoline. 

Though Du Pont cautions that the answer does 
not imply a knowledge of grades of motor oil, this 
is how consumer preferences broke down: Multi- 
grade, 35%; premium, 43%; regular, 10%. 


Service and the Motorist 


Asked if the windshield was cleaned when they 
last bought gasoline, 84% of the motorists said yes, 
and only 3% found the job unsatisfactory. Some 
47% said other car windows had been cleaned, but 
56% said they would like to have it done. 


Almost 55% reported the radiator had been 
checked when they last bought gasoline; in 11% of 
the instances it was requested by the motorist. Al- 
most 56% indicated they wanted it done. Over 
41% said they did not want radiators checked. 


On the question of motor-oil checks, 57% had 
it done when they bought gasoline. In 29% of 
cases it was offered by the attendant. Over 55% 
of the respondents wanted oil checked when they 
bought gascline. 

Over 76% did not have tires checked when buy- 
ing gasoline. Over 26% had requested it, while 
25% said it was suggested by the attendant. Of the 
motorists queried, 33% wanted tires checked. 

On battery checks, 64% had it done, 25% at the 
suggestion of the attendant. Those who did not want 
the service performed when they bought gasoline 
totaled 57%. 


Use of Credit Cards 


Over 24% of motorists covered in the survey 
use credit cards to buy gasoline and oil, a 12% in- 
crease over 1952. 


Of those who do not carry a credit card, 39% 
disapproved of credit, 20% had never been offered 
a card, and 16% felt they had little use for one. 
The common charge that a credit card makes it too 
easy to buy too much was advanced by only 5%. 

Of those not using a card, (75%) Du Pont cau- 
tions that some may have been turned down by oil 
companies. 


Only a little over 3% of respondents indicated 
that they had cards other than oil-company cards 
that could be used to purchase gasoline and oil. Of 
these the largest number held Diners Club and Bank 
of America cards. 


Had a station attendant ever offered them a 
card? Of all respondents, 17% said they had been 
offered one, while 11% said they had been offered 
a card by an oil company. Almost 55% said they 
had not been offered a card by either an attendant 
or a company. 


pe In case you missed it... 


> Regular-grade gasoline averaged 92.5 octane in 
September, premium 99.3, says Ethyl Corp. Regu- 
lar was 0.4 octane above a year ago, premium 0.1 
above. 


Phillips has increased its representation in Ohio 
with the addition of two distributors, Checker Oil 
Co. and Eagle Oil Co. 


Golden Eagle Refining Co. of Canada plans to 
build a 600,000-bbl. terminal at Pointe-aux-Trem- 
bles on the St. Lawrence River northeast of Mon- 
treal. 


Douglas Oil Co. of Calif. has introduced “Magic 
Power Gasoline” (MPG), employing a detergent 
compound “that not only cleans carburetors but 
keeps them free from gum and deposits.” 


® Union Oil Co. has rejoined Western Oil & Gas 
Assn. Union pulled out about a year ago on 
grounds it “wasn’t getting its money’s worth.” Union 
also pulled out of the American Petroleum Insti- 
tute at that time, but so far there’s no indication 
it intends to reconsider as of now. 


& Arvida Oil Co., Boca Raton, Fla. is building its 
first Gulf-brand station in Boca Raton. The build- 
ing, contracted for $34,395, is scheduled to be 
completed Dec. 23. 


The U. S. Army intends to store 30,000 gal. of 
diesel oil in an ice reservoir 100 ft. under Green- 
land Ice Cap. Tests reportedly have shown such 
storage doesn’t detract from the purity or volatility 
of the fuel. 


New Prefab Makes Its Bow 


A 74-FOOT CANOPY is the big feature of this new 
prefab station, erected for a Weissport, Pa., Chevron 
jobber by Welin Davit and Boat Div. of Continental 
Copper and Steel Industries Inc., Perth Amboy, N.J. 
Canopy panels are of Johns-Manville Corrolux. The 
salesroom is supplied as a 12x16-ft. package, including 
lighting and heating equipment and compressed-air 
and lube lines. 

Typical “Petro-Portable” stations are offered by 
the manufacturer at $17,000 to $21,000 for a 48x28 
or 40x28 building. 
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““KEEP ON OILING. I'VE GOT TO GO INSIDE FOR A MINUTE." 


THE BRIGHTER SIDE... 


, , , ASHLAND OIL & 
You're never left up in the air . . . when you are supplied 
by Ashland Oil & Refining Company. As the nation’s REFINING COMPANY 
largest independent supplier of petroleum products, Re es a eee é Netnie 
land Oil understands and respects your independence. 
Here are just a few of the benefits you get from a working 
agreement with us: 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
2 . ; e CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
@ You get to do your job without interference. * CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0, 


@ You get effective merchandising plans and selling tools. ; Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


e@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical and 
engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN. 5 MainStreet 


= 2 -PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales pro- 


gram for independent marketers can benefit you . . . write, 





wire or phone us today! 


The Independent Supplier # Independents 
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Every day, more and more motorists 
are tuning up where they see this sign. 
The reason? A-C-H Dealers offer 

better tune-up service. 

Here’s why: 


1 Quality parts mean quality service. The A-C-H Program for the first time | 
supplies dealers with tune-up parts from three companies famous for quality putolite | 
and dependability . . . Autolite, Carter and Holley. You place one order with faliel a. 
one source for a complete range of top-notch electrical and fuel system parts. LUbbeghs 

Yet the cost is no higher than for second best. 


2 There’s no delay. As an A-C-H Dealer, you receive at no extra cost an attrac- 
tive cabinet for stocking the fast-moving parts. Customers are favorably im- 
pressed by this orderly, good-looking stocking arrangement. And one catalog 
gives a complete listing of the three companies’ parts to cover most domestic 
cars and light trucks. There’s no time wasted searching for part numbers, no 
needless customer hold-ups—complete parts availability isas near as your phone. 


3 Every job is done right. Available to all A-C-H Dealers is a free tune-up 
training course sponsored by the AEA and conducted locally. You and any 
personnel you designate can attend. Instruction tells how to check, diagnose 
and correct problems quickly and accurately. With such expert know-how, 
you minimize customer complaints, assure satisfaction. 


Find out all the benefits of the A-C-H Tune-up Program and you'll see why 
more and more motorists are tuning up where they see the A-C-H sign. For 
all the details contact your supplier of Autolite, Carter and Holley parts. Do it 
today ... for greater sales, greater tune-up profits. 


2 


Get the latest service and technical information direct from the factory 


When you join the A-C-H Program, you receive a sales-promoting merchandising kit 
that contains everything you need to increase tune-up sales. Included is a postage-paid 
return postcard. By mailing it, you are automatically put on a direct-from-the-factory 
mailing list that keeps you up to date with tune-up information. 





WIDE-AREA PRICING—What It 


» How Mobil Oil's plan works, where it's in effect 


Special report begins on this page 


» What top Mobil officials say about it 


Exclusive NPN interview begins on page 101 


» How the plan's doing in four key markets 


ONCERN Over gasoline pricing problems is as 

great today as at any time since World War 

II—but many marketers believe a new plan may 
provide a lot of solutions. 

Called “wide-area pricing,” it was introduced 
by Mobil Oil Co. about a year ago. Esso Standard 
is experimenting with another version, and other 
oil companies are using similar systems on a 
smaller scale*. 

Mobil’s plan has two essential features: 

e It’s a wholesale pricing plan, eliminating 
competitive allowances. Tank-wagon price is “real” 
and is not discounted. 

@ It operates in larger price areas. 

The objectives, Mobil says, are these: 

e@ To treat all Mobil dealers and distributors 
alike. 

e@ To eliminate the cost and complexity of ad- 
ministering dealer allowances. 

e To minimize gallonage drainage at times of 
depressed markets. 

e@ To help Mobil dealers and distributors de- 
velop a stable, more profitable business. 

Obviously, the principle of Mobil’s plan is not 
new. But applied to today’s marketing conditions, 
the plan has all the earmarks of newness. It’s con- 
troversial, and it’s reshaping many markets. 

Mobil introduced the plan in six New England 
states a year ago in October, in New York State 
last January, and in the Puget Sound area in May. 


What Marketers Think of It 


With a few notable exceptions, reaction to 
Mobil’s plan is favorable. Some marketers are en- 
thusiastic. A Midwest major-company executive 
calls it “a noble experiment.” 

“The Mobil plan is good, sound, and basic. It’s 
rooted in good business,” says a marketing vice 
president. “It modernizes the tank-wagon struc- 
ture. It cuts out that awful scourge—voluntary al- 
lowances, the worst thing the industry has ever 
been saddled with.” 


On-the-spot reports begin on page 104 


“The thing we’ve lacked most,” says another 
marketing vice president, “is marketing responsi- 
bility, and prices have been chaotic at times. This 
principle could breathe in market responsibility 
and result in a better climate for everyone in 
marketing.” 

A Midwest oil-cooperative official says, “Elimi- 
nating price supports would be the greatest step 
forward this industry could take. Ours is the only 
industry where the wholesaler guarantees the re- 
tailer to make money regardless of what the retailer 
sells the product for.” 

“Across the board, marketers are looking for a 
way to get rid of allowances. This is a step in the 
right direction,” comments Harry S. Read, execu- 
tive secretary, Society of Independent Gasoline 
Marketers of America. 

Says John Nerlinger Jr., executive secretary of 
the National Congress of Petroleum Retailers, “We 
think it’s a policy for the rest of the industry to 
follow.” 

A Chevron jobber in Massachusetts remarks, 
“It’s the finest thing that’s ever happened to us. 
Mobil has assumed stature and responsibility in 
the industry, and it’s working better than swell.” 

Such are auspicious beginnings. 

The criticisms refer mainly to the Seattle area. 

“The wide-area plan is one of the most destruc- 
tive things we’ve ever had here,” says a West 
Coast marketing executive. 

“I don’t like it worth a damn,” remarks another. 
“The tank-wagon has gone down steadily. Actu- 
ally the problem areas are Seattle and Tacoma, 
but the tank-wagon has been lowered as far north 
as the Canadian border and into the hinterlands 
where there had never been disturbances.” 

“I don’t think the wide-area plan is realistic. 
For it to work, the whole market would have to 





*This is part two of an NPN series on pricing. 
Part one, on new pricing factors, appeared in 
April (p155); part three will cover other forms 
of wide-area pricing and will appear next month. 
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These are typical wide areas under Mobil’s plan. Note how size varies. New York has eight areas, Rhode Island is one 


suddenly come clean,” says an official of a West 
Coast major. 

Another West Coast marketing executive com- 
ments, “I don’t think this is a constructive method 
of pricing on the West Coast. The areas designated 
are too wide.” 


How the Plan Is Working 


Each area in which the wide-area pricing plan 
was introduced has its own problems. Closeups 
of four key metropolitan markets begin on page 
104. Each was a disturbed market; each still is, 
but in varying degrees. At the risk of gross general- 
ization, they can be described briefly as follows: 

Boston, Mass.—A chronic price-war area, it has 
achieved a measure of stability, and prices have 
risen. A handful of dealers are keeping some city 
markets depressed. 

Providence, R. I.—Scene of a battle for gallon- 
age leadership between Mobil and Texaco, com- 
petitive allowances and price-cutting keep cropping 
up. But most marketers like the way tank-wagon 
has been rising. 

Buffalo, N. Y.— Private-brand stronghold. A 
differential of up to 5¢ gal. keeps pulling Mobil’s 
tank-wagon down. But some see improvement. 

Seattle, Wash.—Amid serious price disruptions, 
Mobil’s plan is widely called “an entire failure.” 
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City price troubles have spread to the hinterlands. 
But with the tryout only a few months old, the 
disruptions may be transitional. 


How It Affects Jobbers, Dealers 


Most jobbers and distributors think the Mobil 
plan is a good idea. A few, however, are losing 
margin. 

Under the plan, the idea is for jobbers as well 
as suppliers to stop giving their dealers competitive 
allowances. This takes away some pricing preroga- 
tive, which certain jobbers may not want to give up. 

The plan, by establishing wholesale price in a 
broad area, limits a distributor’s opportunity to 
cross-haul—that is, to pick up product in an area 
of low tank-wagon price and haul it to an area of 
higher tank-wagon. (This is particularly what 
Esso’s wide-area system in the Carolinas is doing.) 

Jobbers who had no price troubles and a high 
market may suddenly find themselves included in 
a zone of lower tank-wagon and therefore lower 
margin. This happened in North Carolina, where 
many jobbers say they lost 0.25¢ margin. It also 
happened in certain areas under the Mobil plan. 

The point jobbers raise most often is that Mobil- 
plan pricing is less expensive to handle, less ex- 
pensive for competitors, too. 


Says a Massachusetts Esso jobber: “It saves the 
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time of salesmen in reporting price conditions, 
saves the time of clerks in typing up these reports, 
and saves my time in deciding what to do about it. 
The other way was a rat-race.” 

“Prior to wide-area pricing,” reports Carl Mor- 
ganstern, Delhi Fuel Oil Co., Delhi, N. Y., “my 
market covered 10 to 12 price zones. The price 
was.different in each town. It was ridiculous. Now 
we’re only in one price zone, and it’s working 
beautifully.” 

The overriding consideration is that the Mobil 
plan, working properly, could stabilize prices at a 
higher level, improving margins of practically all 
jobbers. The widespread jobber support of the 
plan in New England is laid to this factor. 

Dealers—Mobil reports nearly all its dealers like 
wide-area pricing. Dealers of all companies gen- 
erally prefer to post their own pump price. 

Charges of discrimination are done away with, 
since all dealers get the same price. 

NCPR’s Nerlinger says, “We are very much in 
favor of it. There wouldn’t be as many serious 
price disturbances if more majors followed the same 
sort of policy.” 

The dealer whose company is on a wide-area 
plan is at a disadvantage in relation to private- 
branders and to dealers whose companies are not. 
The reason: If a competitor drops his price, a 
dealer must sacrifice gallonage if he doesn’t meet 
him, or margin if he does, or he must wait to cut 


his price until his company reduces tank-wagon. 
Since tank-wagon is dropped in a large zone or not 
at all, the company will be somewhat slow to move. 
It’s even possible the company will decide that the 
competition is too local to justify a zone tank- 
wagon drop. In this case the dealer must go it 
alone. 


In Seattle, many Mobil dealers complained that 
some tank-wagon drops didn’t come quickly 
enough. Even so, R. W. Stickrod, Mobil district 
sales manager there, claimed 95% of Mobil deal- 
ers liked the plan. The rest would, he added, 
when other companies adopted it. 

Dealers in New England favor the plan, reports 
Fred Moore, executive secretary of the Retail Gaso- 
line Dealers’ Assn. of Massachusetts. He says most 
dealers in the fringe areas benefit, but certain 
“destructive dealers” were operating down to 2.2¢ 
and 3.2¢ per gal. in some areas of Boston and 
Springfield. 

Many dealers report getting less margin. There 
are no guarantees. They used to get help from 
jobbers and suppliers, but now they’re on their 
own. But this margin could increase in time, as 
dealers learn how the plan works, and as stability 
and trust return to the marketplace, if they do. 


New Market Patterns 


When you make a change involving price struc- 
ture, things are bound to pop. Old patterns begin 


breaking down. New patterns begin taking shape. 
Different kinds of marketers are affected different 
ways. All this is true of Mobil’s plan. 

By no means all such changes are clearly defined 
yet. With a year to go on, though, certain signifi- 
cant effects are already discernible. 

Private-Brand Differential — Some _private- 
branders are finding in Mobil’s plan a chance to 
stretch their differential. If they are smaller opera- 
tors, they know they can cut a little further before 
Mobil will meet them with a tank-wagon reduction, 
because the tank-wagon must be dropped in a 
whole zone. 

On the other hand, many private-branders are 
losing some of their price advantage in outlying 
and rural areas, because tank-wagon is often lower. 

Many find less opportunity to buy in areas of 
low tank-wagon price and haul to areas of high 
tank-wagon. 

But the overriding consideration, again, is that 
private-branders would enjoy with other market- 
ers whatever stability and higher price levels might 
be attained. 

Transportation Costs— Many marketers who 
make part of their profits in hauling petroleum 
products, don’t like the Mobil plan’s wide areas. 
By putting a single tank-wagon in a large area, 
they believe, Mobil is ignoring the cost of trans- 
porting product inland or away from terminals. 

A West Coast marketing executive says, “There 
has been a complete breakdown of price differ- 
ential based on freight and transportation. Now 
a terminal price might extend throughout an entire 
state without any consideration for transportation 
costs.” 

W. D. Roth, executive vice president of Dahl 
Oil Co., Cities Service jobber and barge-plant op- 
erator, believes the wide-area plan puts the terminal 
operator at a disadvantage. He says Mobil seems 
to be saying, in effect, “It costs no more to sell 
gasoline at inland points than it does at a tanker 
terminal.” 

Mobil replies that transportation costs have al- 
ways been averaged, otherwise there would be no 
end to the number of tank-wagon prices. It’s true 
the areas are larger now, but this more accurately 
reflects modern marketing conditions. (For details, 
see interview starting on opposite page.) 

Price-Cutting—Without a guaranteed margin, a 
dealer or distributor loses much incentive for price- 
cutting. That’s the chief influence of the wide-area 
pricing plan. 

Moreover, the potential depth of a price cut is 
limited to some of the dealer’s few cents margin. 
It isn’t supplemented by some of the jobber’s or 
distributor’s margin nor by the resources of the 
supplier. 

With wide areas and a single price to all dealers, 
the supplier’s opportunity to subsidize a price-war 
area with income from a stable area is reduced. 

Keys to the future: see pages 108-109. 
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Exclusive Interview 








~~ Mobil Planners Kelly, Werly, McDaniel 


‘How Our Wide-Area Plan Operates’ 


Three key men in Mobil Oil Co.'s wide-area pricing setup talk frankly 
about their plan—its objectives, methods, problems and prospects 


Mobil Oil Co. has been experimenting with wide-area 
pricing for exactly a year. To get the company’s think- 
ing on the plan, NPN talked exclusively with three 
Mobil men who have been instrumental in setting it 
up and administering it—Glenn L. Werly, general man- 
ager of marketing; George D. McDaniel, assistant to 
the director for dealer-distributor relationships; and 
J. Arthur Kelly, associate counsel. 

In the interview that follows, Werly answers most 
of the questions, supported by McDaniel and Kelly. 


Q. So that our terms are clear, how would you 
describe the Mobil Plan? 

A. Basically, the Mobil Oil Co. is a petroleum producer, 
refiner and wholesaler. The objective of the Mobil Wide- 
Area Pricing Plan is the creation of a wholesale price 
which will give equity of treatment to Mobil dealers and 
distributors. In the field implementation of the program, 
prices areas have been enlarged. This reduces the number 
of pricing zones. 


Q. What is the purpose of creating large areas? 
A. To improve and simplify program administration, to 
reflect trends in distribution economics, and to minimize 
the effect of unnatural gallonage drainage at times of 
depressed prices, which can represent a serious dealer 
problem. 

The long-range objective is to assist Mobil dealers and 
distributors in the development of a stable profitable busi- 
ness, so they may enjoy the free-enterprise profits to which 
they are entitled as business entrepreneurs. 
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Q. Is elimination of dealer aid part of the Mobil 
Plan? 


A. Yes, dealer aid is not compatible with the Mobil Plan. 
The Mobil Plan is a wholesale pricing program, whereas 
the application of dealer aid by some suppliers involves 
retail pricing with little or no change in the wholesale or 
tank-wagon price in an area. 


Q. When you say “dealer aid,” does that cover 
all kinds of dealer aid, including rent allow- 
ance? 


A. Yes. As a matter for the record, Mobil does not adjust 
rents as a form of dealer aid, other than a temporary 
reduction until the outlet becomes established. Generally 
speaking, Mobil’s policy is to rent the outlets in which 
it has a financial interest on a flat dollars-and-cents 
monthly basis, which is determined by the company and 
dealer as a result of an appraisal of the commercial value 
of the property. 


Q. Under the Mobil Plan, how many levels of 
pricing are there? 

A. There are two levels of pricing-—the posted dealer 

tank-wagon price, and the posted wholesale distributor 

price. 


Q. Is the jobber price tied to tank-wagon? 

A. No. The wholesale distributor price does not represent 
a discount from tank-wagon. The wholesale distributor 
price is determined by an appraisal of the market at a 
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given time and is not a guaranteed distributor spread, 
since the distributor is expected to assume his independent 
business responsibility and be rewarded accordingly. 


Q. Is there anything in this plan that protects 
the retail margin? 


A. No. This is a wholesale pricing program. Retail prices 
and retail dealer margins are determined by, and are the 
responsibility of, the dealer. They reflect the over-all 
competitive condition in the market. 


Q. What happens when the retail price drops? 


A. If an objective analysis of retail prices in a market 
indicates tank-wagon prices are too high, they are adjusted 
accordingly in the entire price area to enable dealers, 
if they so desire, to better meet the competitive situation. 


Q. Has such a plan ever been tried before? 


A. Yes. There is nothing sensational or new in the Mobil 
Plan. It is an effort to return to a wholesale pricing 
philosophy which was generally in effect in the 1930s, 
before the advent of pricing programs based on the retail 
level. 


Q. So far, is the plan achieving its objectives? 


A. This question cannot be answered categorically. The 
Mobil Plan is still considered in the experimental stage, 
but there are indications that many of our dealers and 
distributors consider the plan principles sound, and a 
possible aid to the solution of the chaotic marketing 
conditions which exist in many areas. Some industry 
associations apparently concur in this view. 


Q@. How do you determine success other than 
views and opinions of your own organiza- 
tions? 

A. There are three principal barometers: realization, vol- 

ume and market stability. Mobil is a business enterprise, 

and long-range success will be determined by volume 
and realization trends at the company, distributor and 
dealer levels. It is hoped this program may contribute to 
desired market stability, which is in the public interest 


and a requisite for success of all segments of the petroleum 
industry. 


Q. From an industry standpoint, what are the 
advantages of this plan over such systems as 
fair trade, suggested pricing, or the Chicago 
or Twin Cities plans? 


A. Our philosophy takes the opposite approach. The 
Mobil Plan is a wholesale pricing program which is 
intended to protect the free-enterprise prerogatives of 
dealers and distributors. The other systems might be 
classified as retail pricing programs, many of which 
require subsidization—with its attendant inequities—for 
success. 
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Q. Does the plan conflict with other pricing pro- 
grams, such as consignment? 


A. I would not say that the Mobil Plan is in conflict 
with any consignment program which is designed primarily 
to assist in dealer financing. 


Q. Specifically, how are dealers benefited? Or 
jobbers, or suppliers? 


A. The independence of each level is reinforced. Each 


level must assume its appropriate responsibility and benefit 
accordingly. 


Q. From the supplier’s point cf view, how much 
money and manpower does the plan save in 
subsidies? 


A. The net saving to Mobil is difficult to appraise. We 
estimate that dealer aid in New England was costing the 
industry something in the neighborhood of $50-million 
per year. It is no trade secret that during the dealer-aid 
program there would appear to be very little profit for any 
petroleum company, based on selling prices in relation 
to primary market-price postings. The Mobil Plan involves 
little expense in connection with its administration since 
it does not require expensive bookkeeping and auditing, 
which is associated with the administration of dealer-aid 
programs. 


Q. How is the plan administered on a continuing 
basis? 

A. Line management, assisted by staff, is responsible 

for the administration of the Mobil Plan. All price changes 


in an area are discussed with headquarters before any 
change in posting. 


Q. Since starting the plan, have any substantive 
changes been made? 


A. No changes involving the principles of the plan; how- 
ever, minor adjustments have been made in boundary 
delineations of price areas. As an example, Erie County 
in western New York state was originally in one price 
area and has now been included in another area to better 
reflect the marketing conditions which exist in the 
Metropolitan Buffalo market. 


Q. In extending the plan, what factors must be 
taken into consideration? 


A. As i stated before, the plan is still in an experimental 
stage. If the principles associated with the plan are 
sound, and we believe they are, the plan then could be 
used in any area. Obviously, the condition of the market 
in an area would influence the plan extension, since there 
would be no need for this type of program in a stable 
market, where Mobil and its dealers and distributors were 
enjoying satisfactory marketing results. 


Q. In devising area boundaries, what criteria are 
used? 


A. Boundaries of price areas are somewhat determined 
by trial and error; however, county lines, township lines, 
individual markets, natural boundaries, travel routes and 
distribution economics are taken into consideration. 





Q. In revising an area, would you separate an 
area in distress to enable you to lower the 
tank wagon price in that area without affect- 
ing the balance of the area? 

A. No. There is no gerrymandering. The boundaries of 

a price area are unchanged unless experience indicates 

error in the original definition of the area. 


Q. The question might arise, what is a wide 
area? It seems you could keep making an 
area smaller until you were back to your 
previous system of smaller areas. 


A. Experience would appear to be the only answer to 
the proper size of a price area. It is impossible to com- 
pare the state of Rhode Island with New York State, and 
square miles represented by a price area are of no con- 
sequence. As indicated before, it involves recognition of 
natural boundaries, traffic flow, <:stribution costs, etc., 
and there seems to be no prospect that any current price 
area may degenerate in size to that formerly in effect, 
with its attendant problems. 


Q. In a case where a private-brander is con- 
sistently unselling your dealers, what is your 
responsibility? Are you going to lower your 
tank wagon enough to enable your dealers 
to meet that competition? 

A. We do not segmentize our price appraisal of a market. 
All factors are taken into consideration. The most recent 
evidence occurred in the Buffalo market where we 
reduced the posted tank-wagon price and stated that our 
adjustment was made to put Mobil dealers in a position 
to be competitive with unbranded dealers, if they so 
desired. 


Q. Isn't this indirect dealer aid? 

A. No. This is an adjustment in the tank-wagon price 
in view of a market situation, and such price adjustment 
is given to all Mobil dealers in the price area. These tank- 
wagon adjustments are not made to protect a particular 
dealer margin, in that the dealer margin reflects the 
dealer’s decision in respect to his retail price posting. 
This is a wholesale pricing program, not a dealer- 
subsidy program. 


Q. Some trade-association people feel that while 
this plan improves the supplier's return and 
may fortify the jobber’s margin, the dealer 
return is generally not affected. Is this so? 


A. The dealer return is entirely the responsibility of the 
dealer. The Mobil Plan is not meant to guarantee any 
minimum margin to dealers. If the dealer chooses to 
post a retail price that is too high in the light of mar- 
keting conditions in his area, he will lose volume. If he 
establishes his prices at too low a level, he will lose 
realization and invite price action of others. We have 
confidence that dealers at large are responsible business- 
men, and no business responsibility transcends that as- 
sociated with the establishment of sound retail prices 
which are fair to the public and assure the business success 
of the dealer. 
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Q. How are the details of the plan being com- 
municated to Mobil people, in view of the 
relative technicality of some of its aspects? 
How is it explained to dealers? How is their 
understanding of it? 

A. This is a good question. In our judgment, a complete 
and realistic understanding is necessary for its success. 
The Mobil Plan represents more of a philosophy than a 
procedure. If the philosophy is not thoroughly understood 
at all levels, it will limit the success of its field implementa- 
tion. The program indoctrination to bring understanding 
to the company organization is attempted through meetings 
which provide opportunity for questions, and the sales 
representative is responsible for transmitting this informa- 
tion to dealers and distributors. We do this orally, not 
by written communication. 


Q. Have all your dealers and distributors been 
told about the Mobil Plan? 


A. It is hoped that all dealers and distributors in the 
areas where the program is in effect have been acquainted 
with it so that they understand its principles and objec- 
tives. However, it must be realized that this information 
is only academic in those areas where dealers are enjoying 
a Satisfactory, stable business without disastrous price 
disturbances. The Mobil Plan, at the expense of repeti- 
tion, is a wholesale pricing plan and only affects the 
dealer as the tank-wagon price is changed. 


Q. Under the Mobil Plan, prices are the same at 
inland areas as they are at a tanker terminal 
cr barge plant. Since this runs counter to the 
practice of basing selling prices on cost of 
moving product, what is the thinking here? 


A. This is not entirely the case. The tank-wagon price 
does not reflect transportation and distribution costs from 
the terminal point; however, these factors are averaged 
over a larger area than previously. This is practical since it 
reflects distribution trends, elimination of unnecessary bulk 
plants, increased size of delivery vehicles, and improved 
delivery rates which make it practical to substantially 
enlarge delivery circuits. If this averaging of transporta- 
tion cost over larger areas were not done, it would result 
in multiple tank-wagon prices of small increments, which 
would be difficult to administer and contribute to price 
instability. In this entire consideration, in our view, 
the initial premise that cost is related directly to price 
is faulty. In today’s market, pure cost appears to have 
little meaning in its influence on price at any level. 


Q. What are the problems involved in instituting 
and maintaining the plan? 


A. The biggest problem is to bring complete understand- 
ing to the entire marketing organization, including com- 
pany personnel, dealers and distributors. A secondary 
problem involves the creation of realistic price areas 
for the effective administration of the plan. 
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(Begins on page 101) 

Q. Presumably, the plan needs the tacit support 
of a certain segment of the markets in ques- 
tion. How much? If there is opposition, how 
much would cause the plan to be ineffective? 


A. Well, my point of view is this: This is a Mobil 
plan and is not intended to commit any other petroleum 
marketer to a like course of action. The plan expresses 
principles that Mobil believes are important and realistic, 
and Mobil has seen fit to express the courage of its 
convictions in action. It is hoped that if the principles 
prove sound, they may be recognized with no inference 
on the part of Mobil which would advocate adoption by 
other segments of the industry. 


Q. Well, do you have to be the principal mar- 
keter to make this work? 


A. No, but it helps. Many constructive industry develop- 
ments have been the result of actions of others than the 
principal marketer in many sections. Mobil is not the 
largest marketer in Rhode Island. But obviously a reason- 
able market position is helpful in promoting the plan 
principles at the dealer and distributor levels. 


Q. How much opposition has the plan en- 
countered so far? What have been the effects 
of this opposition? 


A. As far as we know, there has been no serious op- 
position, which in our view indicates some acceptance of 
the soundness of the principles associated with the Plan. 
There has been some expressed difference of opinion, 
which is probably conditioned by marketing practices 
and problems of other segments of the industry. 


Q. What would happen if another supplier went 
out deliberately to fight this plan? 


A. This is a difficult question to answer. This is a wholesale 
pricing program and it is necessary that it be realistic in 
the interest of maintaining a stable dealer and distributor 
organization, which is Mobil’s most valuable asset. “How 
long” is the question. It would be a matter of who's 
going to bleed the longest. It would be as costly to 
anyone else as it would be to us to actively start to 
oppose the plan. 


Obviously, it would be necessary for Mobil to meet 
any situation which would seriously affect the welfare 
of its dealers and distributors, and the cost associated 
with such an effort must be considered as a necessary 
element of the competitive struggle. Basically, we do not 
believe there is anything inherently antagonistic in the 
Mobil Plan which would make ineffective the pricing 
program of any competitor. The Mobil Pricing Plan is 
not an indication of vindictive action on the part of 
Mobil, but rather an evidence of constructive conviction. 


Q. Can you think of any other regions in which 
the Mobil Plan would be effective? 


A. In our judgment, it would be effective in any area. 
However, many areas where stabilized marketing con- 
ditions exist would not materially benefit from the program. 


Q. How long will the plan remain on an experi- 
mental basis? 


A. We are not inclined to speculate on the time element, 
and we do not consider it appropriate to indicate our 
future plans, 
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Wide-Area Pricing: 


For a look at wide-area pricing in action, NPN 
went to four chronic “problem” markets where 
Mobil Oil’s plan is in effect. Success or failure in 
these areas could determine the future of wide- 
area pricing. Here’s what's happening now: 








fe 


BOSTON was a perpetual price-war area until 
Mobil’s wide-area plan came along. The plan has 
been in effect there about a year. Majors, inde- 
pendents, jobbers, and dealers agree generally that 
the market is a whole lot healthier. 

“Anything that lasts that long in the Boston-area 
market can already be deemed a success,” says a 
Massachusetts jobber. 

Mobil’s wide-area tank-wagon went into Boston 
last Oct. 26 at 12.2¢ (from 14.4¢). By Dec. 3 it 
had skidded to 9.9¢. From then on, however, it 
climbed steadily, mostly in 0.9¢ jumps. From July 
19 to Oct. 13 the tank-wagon was 15.2¢. And not 
a single case of dealer allowances was reported 
for any major brand. 

On Oct. 13, Mobil’s tank-wagon dropped to 
14.4¢ gal., the first decline in about 10 months. 
Did this signal a beginning of the end of the wide- 
area plan? Probably not. Let’s take a look. 


What Kind of Market Boston Is 


Boston has always been a delicate market. Peo- 
ple are more than ordinarily price-conscious. Ex- 
ample: A wealthy physician’s wife wears a $3,000 
mink coat and has 16 pairs of shoes, but she 
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drives to the station charging the lowest price for 
gasoline. 

When Boston prices drop 1¢ gal., Mobil’s train- 
ing station in the suburb of Newton loses volume. 

Under such tinder conditions, a spark is enough 
to start a brush fire. Here’s where some of the 
sparks come from in Boston: 

e A handful of “destructive dealers” willing to 
operate down to a 2.2¢ and 3.2¢ gal. margin. 
Typical are three major-brand dealers who run 
parking lots near an elevated station in suburban 
Everett. 


e@ Private-branders who want a 2¢ spread be- 
low the lowest major. 


@ Some majors who don’t want private-branders 
to enjoy more than a 1¢ spread. 

e@ A 50-million-gal.-a-year four-way operator 
(Tidewater distributor, “Tulsa” brand, “Bay” 
brand, unbranded supplier) who frequently prices 
under other private-branders. 


Early in October, in a survey of 1,032 branded 
outlets, 50% were selling at 28.9¢ gal. for regular. 
At this price, dealer margin was 4.2¢ gal. But this 
level was already showing signs of considerable 
weakness, with 28% of stations at 27.9¢ and 7% 
at 26.9¢. At the latter two levels, dealer margin 
was only 3.2¢ and 2.2¢ gal. respectively. 

The going unbranded price was 26.9¢, which 
was 2¢ under majors, but a very high percentage 
was spread even greater. Some 32% were at 25.9¢ 
gal. and 9% at 24.9¢. 

This wide private-brand spread helps explain 
why such a large number of major-brand outlets 
were shading pump price to 27.9¢. Of these major- 
brand outlets, most were Tidewater, second most 
Sun, third most Texaco. 

This situation remained unsteady for a few days 
until the three major-brand parking-lot outlets at 
Everett elevated—Esso, Mobil, and Sun—cut their 
prices to 26.9¢. This cut was the hot spark, spread- 
ing a general 1¢ cut swiftly throughout most of 
the East Boston, Chelsea, Revere, and Everett 
areas. Some 60% of outlets in that area were 
posting 27.9¢. That’s a 3.2¢ dealer margin. 

Five days later Mobil announced a 0.8¢ gal. 
wide-area tank-wagon cut, to 14.4¢ gal., the first 
decline in about 10 months. Cuts were made in 
other New England areas, too. 


After the smoke cleared, dealers who had been 
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willing to give away all but 2.2¢ of their margins 
now had to be willing to give away all but 2.0¢ 
to exact the same competitive advantage. For an 
operator doing 30,000 gal. a month, this is a 
$60 loss, about 10% of his margin. If history 
were to repeat itself, the next round would prob- 
ably end up with these same dealers getting only 
1.8¢ gal. The supposition is that at some point they 
would decide to stop playing this game. 

Some pressure to cut the tank-wagon came, 
strangely enough, from an adjacent Mobil pricing 
area, Providence. There the tank-wagon was 13.1¢ 
gal., 2.1¢ lower than Boston’s. Part of this differen- 
tial was offset by a tax difference of 1.5¢ gal. (1l¢ 
Rhode Island vs. 9.5¢ Boston), leaving a net dif- 
ferential of 0.7¢ gal. 

As a Boston independent marketing executive 
put it, “If the Providence price gets low enough, 
unbrandeds operating in Boston will start going 
to Providence to buy. When they do—boom— 
Massachusetts tank-wagon will have to go down.” 
It did. 

Another pressure was seasonal, the result of the 
general gasoline surplus after Labor Day. 


Some Consequences of Wide-Area 


Part of Mobil’s apparent success with its wide- 
area plan in the Boston area depends on its dom- 
inant marketing position, many marketers believe. 
In volume, Mobil ranks first with about 18%, 
followed by Esso, Gulf, Jenney, Texaco, Shell, Sun, 
Cities Service. Some 87% of Boston’s gasoline 
volume is supplied direct. 

Because Mobil’s Zone 1, which includes Boston, 
extends several miles inland, prices in the suburbs 
—formerly 3¢ or 4¢ higher than Boston’s—are 1¢ 
lower than they used to be. 

A Boston marketer believes, therefore, that 
more gasoline is being sold in fringe areas than 
before. 

This same condition, says this marketer, wipes 
out some of the advantage an unbranded had, 
buying in Boston and hauling to outlying areas. 

Dealers in fringe areas benefit because their 
buying price is generally 1¢ less. Says Fred Moore, 
executive secretary of the Retail Gasoline Dealers 
Assn. of Massachusetts, zone pricing “has proved 
to be a good and beneficial move to most dealers 
in the fringe areas of the Boston and Springfield 
markets. 

“But we still have about 10 destructive dealers 
in the Boston and Springfield areas who are operat- 
ing down to a 2.2¢ and 3.2¢ per gal. profit margin.” 

Moore called on all major supplying companies 
to “put every effort into convincing every destruc- 
tive dealer to stop putting chaos into the market.” 

(On next page: Providence, R.1.) 
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NORWOOD BEND, a five-station corner on U. S. 
1 in metropolitan Providence, R. I., is the focal 
point of price troubles that are putting Mobil’s 
wide-area plan to a severe test. 

Because all Rhode Island is now one pricing 
area, price troubles originating at Norwood Bend— 
and spots like it—can be transmitted to the whole 
state. The test is whether you can afford to let 
local price situations affect the price state-wide. 

Formerly, price difficulties at Norwood Bend 
might have been confined to the area, or might at 
least have been kept to Hartford Ave., or to cer- 
tain other sensitive spots nearby. Mobil would 
probably have helped dealers out in those areas 
but kept the tank-wagon generally intact. 

Now these Mobil dealers must go it alone until 
Mobil decides, if it does, that the trouble has 
become too general, and lowers tank-wagon state- 
wide. Then virtually all the 900 outlets in the state 
could be affected. 


How does Mobil decide that a price disturbance 
has become general enough to warrant an area- 
wide tank-wagon cut? That’s a competitive secret. 
It could be based on a percentage of major-brand 
stations selling under the going price, on a per- 
centage of private-brand stations selling below a 
2¢ differential, or on a combination of these; it 
could be based on gallonage losses, and so on. 

Much depends on how sensitively wide-area 
tank-wagon cuts are made. They cost suppliers 
a lot of money in lost income. Mobil’s 1.7¢ slash 


of Rhode Island’s tank-wagon in September cost 
the company an estimated $58,000 a month, based 
on taxable gallonage in August. It cost Mobil’s 
chief competitor, Texaco, some $46,000 a month 
on the same basis, more if you include gallonage 
sold to jobbers. 

This doesn’t take into consideration the money 
saved under wide-area pricing through reduced 
paperwork, elimination of allowances, and other 
ways. It’s only an indication of dimensions. 


Closeup of Norwood Bend 


Here are the five stations at Norwood Bend, 
what price they’ve been selling at, and how they 
fit into the Rhode Island jigsaw puzzle: 

(If there are no dealer allowances, a pump post- 
ing of 27.9¢ (major brand) gives dealers 3.8¢ gal. 
margin. Tank-wagon is 13.1¢, tax 11¢.) 

Merit—A bright, new, clean, high-volume out- 
let (reportedly 200,000 gal. a month or more) that 
insists on a 2¢ spread under the going major retail 
price. Is selling at 24.9¢ gal. Merit has another 
like it in Providence, same price. 

Texaco—Across the highway from Merit. Sup- 
plied by Texaco distributor Nelson Burke, Penn- 
sylvania Petroleum Products (PPP). Burke won’t 
let Merit have more than a 1¢ spread. He has 
perhaps 8 or 10 stations in other parts of metro- 
politan Providence (pop. 600,000) that often move 
with this Norwood Bend outlet. The station is sell- 
ing at 25.9¢. “That Texaco dealer is so busy,” says 
a nearby dealer, “his own attendant comes over 
here to get his car fixed.” 

Texaco—Next door to Merit. Supplied direct, 
reportedly on consignment to keep the dealer with- 
in 1¢ of the PPP Texaco station. Selling at 26.9¢. 
“Merit’s lights are so bright,” says a major-com- 
pany sales manager, “the Texaco station next door 
doesn’t even need to turn his on.” 

Mobil—The dealer usually stays at the going 
major-brand price, depending on double Green 
Stamps and his regular customers to keep his gal- 
lonage up. Selling at 27.9¢ gal. 

Shell—Salaried. “He isn’t doing anything,” says 
a Norwood Bend dealer. “He might just as well 
close up and go home.” Selling at 27.9¢. 


What the Principals Say 

During the first three months under wide-area 
pricing, Mobil’s tank-wagon went down from 12.2¢ 
to 10.4¢. For the next eight months it climbed 
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steadily to a high of 14.8¢ gal. Then the break 
came. On Sept. 8 Mobil slashed tank-wagon 1.7¢ 
gal. Why? 

In making the reduction, Mobil said the reason 
was “to enable Mobil dealers, if they so elect, to 
compete with retail prices posted at Texaco dealer 
locations operating on a consignment basis and at 
Texaco stations supplied by a Texas distributor.” 
Such public finger-pointing is historic. 

A Texaco field man retorts privately: “As long 
as there’s a Rhode Island, itll be a price market. 
It’s been a depressed area too long. This isn’t 
Boston where they use money. Here they pay their 
bills, when they pay them at all, in green stamps. 


“It’s costing hundreds of thousands of dollars 
[in lost tank-wagon price]. Why not start with 
a high tank-wagon and cut from there? That way 
the price-cutters don’t affect the whole market.” 


The Texaco distributor singled out anonymously 
by Mobil is Burke of PPP. He said Mobil was 
upset because Texaco early this year took the state 
lead in gallonage for the first time. 

Burke charges that Mobil has at least eight “pet 
accounts,” dealers getting allowances of some kind. 
He says if you ask Mobil about them, they'll “alibi” 
that the agreements are “locked in” for now by 
long-term contract. 

Burke said that if anybody tried “pressure tac- 
tics” on him to let Merit have a 2¢ differential, he 
wouldn’t hesitate to bring complaint against them. 

“I’m a very reasonable guy,” says Burke, “but | 
don’t like to be kicked around.” 

Some Providence marketers don’t think Burke 
is as “reasonable” as he claims. They say he’s 
always been a tough competitor and a price-cutter, 
usually selling at 2¢ under other majors. 

Burke moved 665,000 gal. in August, according 
to state taxable-gallonage figures. This is nothing 
to sneeze at. Burke’s 522,000 gal. last March, 
added to Texaco’s 2,616,000, gave Texaco brand 
3,138,000 gal., putting Texaco ahead of Mobil’s 
2,855,000 gal. by 283,000 gal. 

A Texaco marketer remarked: “Texaco’s first 
in Rhode Island. It’s the only state in New Eng- 
land where Texaco’s first. It’s the only state in 
the whole nation where Texaco’s first.” 

In the first five months of 1960, Texaco, includ- 
ing PPP, had 15.6% of Rhode Island’s gasoline 
market, Mobil 13.4%. In August, however, Mobil 
was on top, selling 3,432,000 taxable gal.; Texaco 
and PPP sold 3,371,000 gal. 

In short, top gallonage has lately been going 
back and forth between Mobil and Texaco. 


What's the Outlook? 


Mobil has been market leader in Rhode Island 
for years. One competitor asked, “You think they 
stayed there by being nice guys? They stayed there 
by using just about every dealer-aid method 
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in the book: commission, consignment, rent allow- 
ances, double and triple trading stamps, training 
stations, salaries.” 

A marketing executive of a Boston independent 
believes this criticism misses the point. He says 
dealer allowances have often been the rule, for 
other companies as well as for Mobil, but now 
Mobil is “trying to clean up the market.” He be- 
lieves that when Mobil publicly pointed a finger 
at Texaco and its distributor in Providence, it was 
saying in effect: “We're willing to take the lead 
in cleaning up, but we’re not going to stand by 
and see our gallonage pillaged. Texaco is pillaging, 
so we’re cutting tank-wagon.” 


A veteran Providence marketer who admires 
Mobil’s plan on principle says, “I don’t think it’s 
going to help the market much. There’s just too 
much gasoline. It used to be that when Mobil 
made a price change, everybody did. But the real 
market leader now is the unbranded. Do you 
think that will change?” 

Still, most marketers in Providence think the 
plan is a step in the right direction. One says it was 
a practical necessity to get rid of the large number 
of tank-wagon prices and dealer allowances. And 
all liked the way the tank-wagon had been rising 
up to Sept. 8. 








BUFFALO, N. Y. is loaded with private-branders. 
More are coming all the time. They are the true 
market leaders there. The success or failure of 
Mobil’s wide-area pricing plan in Buffalo is in- 
timately tied up with the private-brand spread. 
Perhaps 100 of the Buffalo area’s stations are 





Strategic Markets: Buffalo 


(Begins on page 104) 

unbranded, with more than 25 different private 
brands: Eastern Tire, Alco, Payless, Petro, K-Way, 
Skylark, Gas Mart, Transit Oil, Queen City, White 
Horse, Kelco, Hambleton, others. Some 20-25 
private brands have just one station. 

The one-site or few-site operators are relatively 
immune to the punitive effect of Mobil’s wide-area 
plan. That is, they won’t be punished in a wide 
area for spotty price disturbances they may cause. 
These local operators aren’t necessarily concerned 
with what happens to price elsewhere, and they 
know they can stretch their spreads because of 
Mobil’s likely reluctance to lower the entire zone 
to compete with them. 

At retail, the private-brand spread often bulges 
to 5¢. No major can live with much of that. When 
the spread gets so far out of line, Mobil cuts tank- 
wagon in all of Erie County. It has done so six 
times. That’s the story so far. 


Battle of the Bulge 

Obviously, Buffalo’s private-branders aren't fool- 
ish enough to think they can keep a 4¢ or 5¢ spread. 
Many of them drift to that bulge in the heat of 
battle with some major-brand operators, 


Early last month, just before Mobil’s 1.7¢ gal. 
tank-wagon slash Oct. 13, most major dealers were 
posting 28.9¢ for a 4.3¢ gal. margin (14.3¢ tank- 
wagon, 10.3¢ tax). Unbrandeds generally were 
posting 24.9¢. Eastern Tire, following what seemed 
to be a general policy, was 1¢ under other private- 
branders, selling at 23.9¢ gal. in Lackawanna to 
the south. Eastern Tire does about 1.5-million gal. 
a year. 

Here are some of the forces that helped drive 
the private-brander spread to such proportions: 

e An Ashland Oil jobber who supplies many 
cut-raters reportedly has about 8¢ gal. to work 
against—3¢ jobber margin and 5¢ retail margin. 
He can cut price 3¢ right away. He can even give 
away 4¢ and come out ahead because of the larger 
volume he’d get at this price. 

e Not far from Eastern Tire, near an exit of the 
N. Y. State Thruway, two of Texaco dealer Barney 
Glaser’s three stations like to stay 1¢ above the 
going private-brand price. Early last month these 
two stations were reported to be the only major- 
brand outlets posting 26.9¢ gal. 

Glaser’s stations lie between the commercial 
Buffalo area to the north and the residential area 





What's the Outlook? That Depends. 


THE CONSENSUS of oil marketers is that wide- 
area pricing, in some form, is here to stay. Most 
consider it a step in the right direction, but not a 
cure-all. 

Many who would not hazard a prediction on 
whether wide-area would survive, expressed the 
hope that it would. Only a few wished it dead. 

Most appraisals of wide-area’s chances are con- 
ditioned by “that depends.” In theory, the plan 
should work, they say, but in practice, it depends 
on how effectively it can be carried out. 

In discussions with oil marketers across the coun- 
try, four keys to wide-area’s success or failure stand 
out: 

e@ Tank-Wagon Price—A realistic tank-wagon 
price is a must, many say. If it’s too high, the 
price-cutters will prosper and unbranded operators 
will multiply. If it’s too low, the market will re- 
main depressed, allowances may reappear, the 
vicious price spiral will be on again. 

Marketers ask: At what point in a price weak- 
ness will wide-area marketers decide to drop the 
tank-wagon? How sensitive will they be to change? 


e Area Boundaries—How wide? That’s the 
main question. The bigger the area, of course, the 
greater the deterrent to price-cutting by an area 
marketer. But what if the price-cutters operate only 
in a city or even a locality, and aren’t much af- 
fected in the hinterlands? How big a zone should 
be “penalized” then? 

A secondary problem is where boundaries should 
be drawn. Any artificiality will magnify price dif- 
ferences, marketers say. Mobil teams constantly 
study this problem. 


There’s no standard “wide area.” Depending on 
local conditions, it may vary from a metropolis to 
an entire state. 


Buffering is necessary, some oil men believe. 
When tank-wagon prices between zones differ 
widely, buffer zones should be created between 
them, lowering tank-wagon in increments from 
zone to zone. Mobil seems to be using this concept 
in setting up two zones between the Seattle-area 
zone and the Canadian border (see map). 


Competitors report that Mobil apparently tries 
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to the south. A block away is a “Hambleton” out- 
let. This makes the whole area, and ultimately Erie 
County, sensitive to Glaser’s price. 

@ Many dealers of two or three majors often 
post 1¢ below the going major-brand price. At the 
first sign of a price break, they drop their postings, 
adding fuel to the fire. This leads to suspicion of 
competitive allowances. 

e@ Lackawanna and South Buffalo, where many 
private-branders operate, are depressed areas, de- 
pendent on the lagging steel industry. Many men 
are working only 10-15 days a month. Private- 
branders cut price to encourage gasoline buying. 

e@ Notwithstanding statements to the contrary, 
some marketers at all levels—suppliers, jobbers, 
dealers—believe a number of suppliers are “doing 
something” for their dealers. 

A major man in Buffalo says he believes some 
companies are charging certain dealers only $1 
a month rent and that others are on the commis- 
sion plan. 

Walter B. Faxlanger, executive secretary of Buf- 
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falo and Suburban Gasoline Dealers Assn., says 
he knows that rent allowances and labor aid are 
offered. “So whatever they may be giving up on 
oranges they’re getting back on bananas,” he re- 
marks. 

Even if all such reports were in error, the dis- 
trust they arouse tends to push prices down. 


How the Market's Going 
Mobil’s tank-wagon change in going to wide- 
area pricing Jan. 5 was an increase for Buffalo— 
from 14.1¢ to 15.3¢. (Tank-wagon had been 16.4¢ 
outside Buffalo.) It lasted just 16 days. That was 
one of the few increases. By March, tank-wagon 
had dropped to 12.6¢. It started back up in April, 
going to 13.5¢, but after only a month slipped to 
12.6¢ again. By early June it had risen back to 
15.3¢, and stayed there for almost three months. 
Last month tank-wagon plummeted to 12.6¢ gal. 
again, as low as it’s been since the wide-area plan 
went into effect. 
Although this record is spotty, to say the least, 
a number of marketers feel that even this is an 
improvement over some previous periods. Few 
are prepared to give Mobil’s plan full credit, if 
any, for whatever improvement there might have 
been. Some say it isn’t helping at all. 
“I think it will work there,” says the marketing 
(Continued on page 184. Also on page 184— 
on-the-spot report from Seattle.) 





Here Are the Main Factors to Watch 


to keep zones everywhere within 0.8¢ or 0.9¢ of 
each other. 

e@ Communication—Mobil is first to acknowl- 
edge that the objectives of its wide-area plan must 
be made known, particularly to dealers. Under a 
wholesale pricing plan, great responsibility lies 
there. Mobil is attempting this through meetings 
and sales representatives. 

There’s some criticism that Mobil hasn’t achieved 
the goal everywhere. In Seattle, some competitors 
charged that a number of Mobil dealers were cut- 
ting price as if they didn’t have the vaguest notion 
what the plan was all about. At least two Mobil 
dealers in troubled wide-area markets in the East 
told NPN they never heard of the plan. 

If dealers of all companies know that no one 
is getting competitive allowances, they’re not as 
likely to cut price, marketers point out. 

If competitors of wide-area marketers don’t ur 
derstand the plan, there’s little chance that trust 
and responsibility will return to the marketplace, 
many believe. Says John Harper, Harper Oil Co., 
Long Island City, N.Y., “The plan must be well 
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understood by competitors, so they can make up 
their minds what to do about it.” 


e@ Adoption by Other Suppliers—Most mar- 
keters believe a substantial number of suppliers—- 
majors and independents alike—must adopt the 
wide-area plan if it is to succeed. Some say practi- 
cally all must. One marketer says those who adopt 
it in an area should command 50% of the volume; 
or where only a few majors share practically all 
of the market, all should adopt it. 


It’s theoretical whether a single marketer, even a 
strong one, could deliberately defeat the plan. As 
Mobil puts it, it’s a question of “how long”—how 
long you can bleed. 


You don’t have to be the market leader to in- 
troduce the plan and make it work, Mobil says, 
but it helps. Some say you must be the leader, 
or very nearly, and point to the relatively poor 
results so far in the Seattle area, where Mobil is 
not the leader. In the Eastern areas where the 
wide-area plan is working best, Mobil is considered 
the market leader. a 





Oil-burner servicemen take a test in burner know-how. Those who pass will become ‘certified burner technicians’ 


How Good Are Your Burner Men? 


OHI will test your men and tell you how they rate. Some 1,200 have 
taken the exam already. Here’s what you gain. . . how to go about it 


EATING-OIL JOBBERS now have an easy way to 

find out more about the quality and ability of 

the men they have handling their all-important 

burner-service calls. Oil-Heat Institute of America 

will give your men a test and tell you how they 

stack up. You don’t have to be a member of OHI’s 
distribution division to get in on the program. 


With OHI’s silver certification examination, you 
can get a good reading on just where your service- 
men stand in servicing such items as high-pressure 
gun-type burners, controls, nozzles, pumps, com- 
bustion, and draft. With OHI’s gold certification 
test, you can learn how good they are on low- 
pressure and vertical rotary burners. 


How You Go About It 


It won’t take much of your time or money to 
find out all about how you can get your burner 
men tested. A letter to Oil-Heat Institute, 500 
Fifth Avenue, New York, N.Y., will bring you all 
the information you need. 

It will cost you $2 registration fee for every 
burner man you want tested. This money does not 
make OHI rich; most of it goes to pay the school 


teacher hired to supervise the tests. The program 
won’t be self-supporting, says Charles Burkhardt, 
OHI’s managing director, until 5,000 men have 
been tested. 

OHI would like to have at least 25 men take 
the test at one time. Smaller groups have been han- 
died. If you can’t get 25 men together from your 
shop, it’s possible that one of your local competi- 
tors can be sold on the idea of joining you. Or 
perhaps you can interest members of your local 
oil-heat trade group in the idea. 


The largest single group of mechanics to take 
the exam so far, 114, was lined up by Oil-Heat 
Institute of Long Island in August. Sizes of other 
groups have varied. Last month, 43 burner men in 
Bridgeport, Conn., and 20 in Milwaukee, Wis., 
took the test. This month, 35 burner men in Nor- 
folk, Va., will be examined. 

OHI will set the time and date of the exam to 
fit your plans. Exams are usually given in local 
schools or colleges. After the test has been held, 
the supervisor mails the papers to OHI for cor- 
recting and grading. Time interval between test 
and grades is about two weeks. 
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What's the Big Idea? 


Besides letting you know just where your own 
crew stands—its weaknesses and its strength— 
OHI’s program has other purposes. Here are other 
things it will do, says Burkhardt: 

Set up an official channel for service activ- 
ities so that a norm of rated performance can be 
established. “We want to find out how good men 
in any company or area are, then find out how 
good they are when compared with another com- 
pany or another area,” says Burkhardt. 

Something is wrong somewhere, Burkhardt be- 
lieves, when 93% of the burner men in one area 
pass the test and only 70% of the men in an adjoin- 
ing market do. 

@ Provide a guide to show the industry where 
it should upgrade service through education. “At 
the end of each 1,000 exams,” says Burkhardt, 
“OHI will analyze the results for failures and 
weaknesses. At the end of each 2,000 exams, we’ll 
let the industry know the areas of service in which 
burner men are strong and those in which they are 
weak.” 

This, then, will give individual jobbers, local 
OHI distribution-division chapters, and professional 
trade schools a better idea of what changes should 
be made in burner training. 

The silver certificate exam consists of 27 ques- 
tions on nozzles, 16 on pumps, 90 on controls, 9 
on combustion testing, 9 on combustion heads, 15 
on draft. The remainder of 205 questions are 
given in the gold certificate exam; they cover ser- 
vice problems on rotary and low-pressure burners. 
Your men can take the silver certification exam 
only, or both the silver and gold certification exams, 
but not just the gold. 

Exam results are passed on to you individually. 
No competitor knows how many of your men 
passed or failed. 

You may advertise the fact that your burner 


Fuel Oil 


r 


Charles Burkhardt, OHI’s managing director, esti- 
mates 8,000 burner servicemen in the United States 
will be tested under OHI’s certification program 


men are certified oil-burner technicians. If 50% or 
more of your crew pass the test, you can buy as 
many OHI certification decals as you want for 
display in your office windows, on your tank 
trucks, or on your burner-service wagons. 

OHI thinks it’s a good idea for burner men to 
take the exam every two or three years or so, just 
to make sure they’re up on the latest information. 
This may be a very important move for jobbers if 
the industry keeps on developing and marketing 
new and radical oil-burning equipment. 


Keeping Up to Date 

Retesting is a good idea, too, if the personnel of 
a jobber’s burner-service department change from 
year to year. 

OHI plans to revise questions to keep up with 
technological developments in oil-heat equipment. 

OHI says the burner certification exam could 
lead to something bigger: a certification exam for 
oil-equipment installers. 


SEAL. If 50% of your men pass, 
you can use them on your trucks 


WALLET CARD. It spells out type of equipment on 


LAPEL PIN. It testifies to their 
which he’s an expert. Silver or gold seal 


ability as servicemen 
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THIS MONTH'S FEATURES FOR FUEL-OIL MEN 


What's coming up at Chicago marketing meetings . 


How new resid import quotas would affect marketers 


Are your burner men good enough for a rating? . 


How to increase payload by cutting truck weight .... 


How remote gaging solves problems at a terminal ......... 


North Carolina jobber builds a ‘custom’ bulk plant ......... 











LOCK-EASE 
vans GOLD CAS 


Handy 4-oz. ‘‘drop-or-stream”’ 
can 49c list, also available in 
quarts and gallons. See your 
supplier. 


PROFIT TWO WAYS: 


USE IT as a part of every lube job for 
year-round protective lock maintenance. 
LOCK-EASE ‘“winterizes” door, trunk 
and gas tank locks by protecting them 
from FREEZING and sticking. Frees 
frozen and stuck locks. Also protects 
against rust and wear. Flushes out dirt 
and old grease from all locks and lock 
mechanisms! 


SELL t? for use in car—home—shop and 
office for protecting door locks, garage 
locks, padlocks, etc. LOCK-EASE pene- 
trates deep, leaves a protective coating 
that seals out moisture—prevents rust— 
protects against freezing. Nationally ad- 
vertised! 


Ra AMERICAN GREASE STICK COMPANY - Muskegon, Michigan 


Manufacturers of these other Standards of the Industry” 


RuGLYDE: 


DOOR-EASE: 
PRODUCT Rubber Lubricant Stick Lubricant Dripless Oil 


DOOR-EASE! SIL-GLYDE! 


Lubricating Compound 





Fuel Oil Memos... 


>Home oil-storage tanks with bot- 
tom openings seem less prone to 
tank failure than tanks with side 
openings, but create other service 
problems, according to a survey 
made by Oil-Heat Institute of 
America. 

In a survey of more than 700 dis- 
tribution-division members _ that 
covered 622,000 home tanks, deal- 
ers reported tanks with bottom 
openings failed at the rate of 7/10 
of 1% a year, while side-opening 
tanks failed at the rate of 1.17% a 
year. Roughly four times as many 
side-opening tanks than bottom- 
opening tanks were covered in the 
survey. The average age of bottom- 
opening tanks was 10 years, while 
the average age of side-opening 
tanks was five years. 

Dealers report lines froze on 1% 
of bottom-opening tanks and on 
3/10 of 1% of side opening tanks, 
pumps failed due to water on 9/10 
of 1% of bottom-opening tanks and 
on 1.19% of side-opening tanks, 
burners flamed out due to water on 
1.31% of bottom-opening tanks 
and 1/2 of 1% of side-opening 
tanks. Other failures amounted to 
4/10 of 1% on bottom-opening 
tanks and only 2/10 of 1% on 
side-opening tanks. 

Asked if bottom-opening tanks 
have solved the  tank-corrosion 
problem, 31% said yes, 37% said 
no, and 32% said they didn’t know. 





> National LP-Gas Council is start- 
ing to use testimonial ads in its 
newest campaign, featuring the 
many uses of LP-gas. It’s similar to 
the testimonial ad campaign used 
by local fuel-oil groups in the last 
two years. 


> Oil heat will be sold to sports fans 
in the Philadelphia area this heat- 
ing season by the local Oil Heat 
Council. OHC is one of the spon- 
sors of home-game radio broadcasts 
of the Philadelphia Warriors, a pro- 
fessional basketball team. 


PEsso Standard has some new 
figures on how oil accounts like 
its HEP heating efficiency pro- 
gram—{NPN—May pl114): 59% 
feel they use less fuel, 69% thought 
it was a good investment, 97% said 
homes are more comfortable, and 
92% note a quicker morning heat 
pickup. 
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“We Average Better Than 200 Gallons 
Per Customer Delivery-With No Run Outs!” 


Heling Bros. Ups Per Delivery Gallonage 22% Using Singer Fuel Use Computer 


*‘We’ve found the Singer Fuel Use 
Computer takes the guess-work out 
of scheduling deliveries” says Walter 
C. Heling, president of Heling Bros. 
Fuel, Inc., Lindenhurst, N. Y. ““We 
have proven to even our most skep- 
tical customers that the computer 
enables us to estimate their oil re- 
serves almost exactly at all times.” 

Once having gained customer con- 
fidence, Heling Brothers was able to 


school nearly all of them to scheduled 
area delivery. Result: Customer 
peace of mind in the knowledge that 
automatic service will keep their oil 
reserves up. Customers no longer 
need to check oil reserve levels. 
“We recorded an increase of 22% 
per delivery gallonage over a com- 
parable period of time for preceding 
year,” says Heling. ‘“With automatic 
delivery we cover as many miles and 


serve the same number of customers 
better—with one less truck. This all 
adds up to three fewer stops per 
customer for the heating season.” 

“The Singer Fuel Use Computer 
creates savings in manpower; enables 
us to route our trucks more advanta- 
geously; and has increased the 
average drop to 200 plus gallons per 
delivery” says Heling Brother’s dis- 
patcher Bernard Wolf. 


Find out how the Singer Fuel Use Computer can help you make maximum profits in your business. 


HRB-SINGER, INC. 


A SUBSIDIARY OF THE SINGER MANUFACTURING COMPANY 


90 Schureman Street, New Brunswick, N. J. 





PURE helps jobbers 
with 
future 





planning 








PURE’s Programming-for-Progress plan is a management consultant service. 
It covers every phase of jobber operation—analysis of your business, plans 
for development of sales, figuring how you might cut costs further—all with 
the one goal of helping you increase your profits, build and protect your 
estate. If you’d like more facts on how an experienced PURE representative 
can help you, call or write our District or Division Manager in your area, or 


Retail Marketing Department of The Pure Oil Company, 200 East Golf Road, 
Palatine, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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Merchandising 





Needed: Hypo for Oil Sales 


HE INDUsTRY is still looking for a sure-fire way 
to sell motor-oil changes to the public, a new 
NPN survey reveals. A nationwide check of major 
companies turns up the traditional array of con- 
tests, incentive plans, and seasonal-change package 
deals. But fresh—and effective—promotional ap- 
proaches are hard to find. 
Lube-oil men and sales-promotion people say 
they’re always alert for new gadgets or gimmicks 
to sell motorists on oil changes and halt the de- 


cline in motor-oil ratios (NPN—July, p 157). But, 


getting dealers to use such aids consistently is a real 
problem, they say. 

A few “completely new” promotions were re- 
ported in the planning stage for spring launching. 
Surprisingly, almost none of the majors checked re- 
ported any concentrated program to sell their own 
employes on following industry-recommended oil- 
change intervals. 

Here’s a rundown of promotions in progress: 

DX Sunray is using a contaminant sample case 
(picture) showing “enemies” of a car’s engine. 

Dealers hand the plastic case to the motorist to 
look at while his gasoline tank is being filled. A 
random sampling of dealers turned up who sold 
20 oil changes after showing the case to 25 motor- 
ists. Another reported selling 17 out of 20. 

“We've had more good comments on this than 
nearly anything we’ve done. It’s a good conversa- 
tion starter with customers,” says L. F. Sperry, 
coordinator of sales promotion for DX. 

The case was introduced as part of a “Sell ’n’ 
Win” motor-oil contest developed for driveway 
salesmen employed by DX dealers. It’s an adapta- 
tion of an idea developed by Standard of California, 
Sperry says. 

Atlantic Refining is repeating its “Weatherman 
Special” program started last year. The promotion 
ties in motor-oil change with lubrication and anti- 
freeze sales. Five-minute weather shows are spon- 
sored on television in 40 cities and on radio in 48 
cities in 17 eastern states. 

Sun Oil’s “Red Mitten Special” and Cities Ser- 
vice’s “Check and Change Special” include motor- 
oil change as part of winter conditioning. Cities 
Service in the Midwest is continuing its “Eager 
Beaver Award Disc.” The discs, which can be 
turned in for $1 each, are put in every so many 
cans of motor oil. 

Sinclair has a bonus incentive plan for its sal- 
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One new approach to oil-change problem is this plastic 
“sample case,” dramatizing oil contamination in action 


aried salesmen (not dealers) on all products; motor 
oil is included. 


American Petrofina is continuing its “Prize Per- 
formance” plan. A standard number of coupons 
are put in each case of motor oil. Dealers then ex- 
change the coupons for premiums. There’s also a 
tie-in with jobbers, who receive coupons according 
to the number of cases they buy. 


Fina has a money-back guarantee, which it has 
promoted since introducing its own branded oils 
about two years ago. If the customer is not satis- 
fied with Fina oil, he can get his purchase price 
refunded. The company says it gets “practically 
no” requests for refunds. 

Ohio Oil has concentrated the bulk of its motor- 
oil promotional efforts in the past two years on its 
spring “Free Quart” program. Under this plan, 
each customer having his oil changed during April 
and May is given a free quart of oil. 

The company’s dealer incentive plan operates 
on a quota system, with dealers receiving merchan- 
dise for outstanding oil sales. 

Tidewater is continuing its “Veedo! Safety 
Check” throughout the year. Its “Vote for Veedol,” 
a combination incentive program and contest, ended 
in September. In the West, the company has a 
“Christmas Bonus Check Plan” whereby dealers 
receive extra compensation at the end of the year 
for oil purchases. 

Union Oil tied in motor-oil promotion with a 
contest pushing TBA budget sales among dealers. 
In order to qualify for the contest, the dealer had 
to make his motor-oil quota. 

Standard of California is working on a program 
to be launched next year, emphasizing service and 
getting cars on the rack for safety inspection. Ld 





Merchandising 





HE'LL PUT MORE ORIVE IN YOUR DRIVING! 


Image Making 


THIS STRIKING magazine advertise- 
ment is heralded by DX Sunray as 
“true corporate advertising.” Appear- 
ing in the Saturday Evening Post last 
month, it gives readers a good look at 
the company’s new station and uni- 
form colors, pump and package de- 
signs. The ad agency is Potts-Wood- 
bury, Kansas City, Mo. 


Women and Premiums 


WOMEN and self-liquidators were the 
two hottest topics at the Premium Ad- 
vertising Conference held in New York 
City in September. 

Henry O. Whiteside, vice president 
and director of research at J. Walter 
Thompson, cautioned 1,200 premium 
suppliers and users on continuing to 
deal with women in terms of numbers 
—how many, of what ages, what in- 
come, what education. He urged that 
they see the female market in terms 
of “life cycles . . . young mother, 
matron, etc.” 

He pointed out trends among wo- 
men customers: a high degree of 
commercial sophistication among teen- 
agers, coupled with more purchasing 
power, and the rebirth of “over-the- 
back-fence” communication in the 
suburbs. 

General Foods product group man- 
ager William P. Dunham pointed out 
an 8% decline in the over-all use of 
self-liquidating premiums and called 
for a “revitalizing.” He listed objec- 
tives tailored to self-liquidators: (1) 
Attract new customers; (2) Increase 
frequency of purchase; (3) Step up 





Merchandising Memos.. 





PA 32-page booklet called “Trip 
Tips” supplements Texaco’s new 
series of touring maps. Both maps 
and booklets are supplied free to 
motorists through service stations 
and tour centers. Texaco distributes 
more than 18-million touring maps 
annually. 


PIn the same vein, Standard of 
Indiana has added 14 Midwest 
states to those covered in its “Ad- 
venture Road” series of state travel 
guides. Each 12-page guide de- 
scribes scenic, historic, or indus- 
trial sites within the state. 


>Humble signs are taking on a 
new look. The red and blue colors 
are retained but the ellipse has be- 
come an oval. Lettering and bor- 
dering are heavier. The new signs 
measure 5x74 ft., the old 4x8. 


Customers at Amoco service 
stations recently received an extra 
“dollar” with their change. The 
bill was actually a flyer, printed 
on one side to resemble a dollar 
bill. On the reverse was a message 
calling on motorists to contact their 
Congressmen and help remove the 
“temporary” gasoline tax. 


>New additive for Standard of 
Indiana’s gasoline is “M,PG.” It 
means more miles per gallon, says 
Standard. The additive is a de- 
tergent. 


Latest API gimmick to tell the 
public about the gasoline-tax bite 
is a free button. The buttons read 
“You just paid —¢ tax on each 
gallon.” 





iINBi 
New Car 


Gasoline 


These pump plates give Mobil a 
smart merchandising tie-in with the 
debut of the new °61 models 


>To inform editors of the change 
in the company name, DX Sunray 
Oil Co. (it used to be D-X with a 
hyphen) distributed copy pencils to 
editors along with an explanatory 
note. The pencils are boldly mark- 
ed: “Sunray Mid-Continent Oil Co. 
and DX Sunray Oil Co. (subsidi- 
ary).” 


>In the first 60 days of its “Tell-a- 
Friend” drive to bring in credit-card 
applications, Standard of Indiana 
received over 26,000 applications 
from friends of employes. Employes 
get prize points for each applicant. 


> Mobil’s Southwestern division has 
reported a 30% increase in sales 
with the use of a golden ignition 
key promotion. The promotion is 
similar to that which proved suc- 
cessful for Shell last year. 


Dealers can get an electric shoe- 
shine kit from Purolator for selling 
a certain number of the supplier’s 
filters. The dealer may then use the 
shiner as an attraction for motorists. 





Top Seven Oil-Industry Advertisers 





1959 % 19 
Ad of Ad News- 
Spending Sales Spending paper 


— figures in thousands) 


Maga- 
tine 





Standard (N. J.)* $28,236 0.3% $22,998 $3,334 
Standard (ind.)*. 20,500 1.0 19,000 3,252 

18, 0.7 ‘ 580 
8 2,566 
3 : 2,850 
3 2,150 478 
4 5,661 1,125 


0 
0. 
0. 
0. 


*Includes affiliates, 





$1,469 
56 











off-season sales; (4) Minimize brand 
substitution; (5) Provide a related 
item to show use of the product; (6) 
Arouse interest; (7) Stimulate quick 
action; (8) Stimulate an ad campaign. 


SEVEN major oil companies are included in Advertising Age’s tabulation of the 
100 top advertisers of 1959. The figures indicate some cuts due to reduced sales 
and profits. Heaviest cutback was at Gulf, where ad budgets were trimmed 16% 
from 1958. Shell showed an ad cut of 5%. Boldface figures indicate highest 
spenders in each category. 
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before 


such ONLY 
3 MOVING 


PARTS 
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...such 
small 
size, 
stamina, 
accuracy! 


MODEL M-7-N-X—100 gpn ) 
rosion-resistant LC Meter wit 
pre-set printer, counter, pre-set 
inator, and 
lve. Needs 

ng or connections 
flange-to- 

ght, 21% 
yht, 85 Ibs. 2” or 


flanges 


WON'T METER AIR...PASSES THE “SPLIT-COMPARTMENT” TEST 


Developed for exacting Air Force requirements yet priced to be your best meter ‘‘buy"’ 


Hundreds of positive-displacement LC Meters are serving the Air Force 
world-wide—for the very same reasons they're fast growing favorites with 
all types of petroleum products: performance! But that’s not all. Low 
back pressure makes pumps last longer. Lighter weight cuts hauling costs. 
Maximum flow on gasoline needs only 2 psi, and this rapid transfer in 
gravity dumping saves thousands of $$$$ in truck-time each year. No 
churning, no squeezing, outstanding for fuel oil. Durability? No M-7 
rotor or bearing ever replaced. Find out how really good and reliable 
meters can be... 


“if you can pump it, we'll meter it’’ Liauio. 


Phone or Write for Literature 


NOW SHIPPED FROM STOCK p 
—100 gpm, 200 gpm, 350 gpm, and 600 gpm sizes. 


LIQUID CONTROLS CORPORATION 
Cc Ith Avenue, North Chicago, lilinois 
_ CONTROLS © "inne iereni 
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Johnson 


SEA-HORSE MOTORS 


You. build more sales 
with signs of 





PLEXIGLAS 














Sales go up when a PLEXIGLAS® sign is used to 
mark a place of business. This is what leading 
merchandisers in many fields have found and is 
why so many identification programs are based 
on signs made of this acrylic plastic. 


Designed in PLEXIGLAS, signs become solid areas 
of color and light—clean and legible by day, 
completely luminous from internal lighting at 
night. Other reasons why it is good business to 
use PLEXIGLAS—for a single sign or thousands— 


Send for this full 
color brochure, 
“PLEXIGLAS for 
SIGNS”. It tells how 
PLEXIGLAS has 
brought about new 
concepts of sign 
appearance and 
performance. 





are its strength, resistance to weathering, low 
maintenance costs, and the accuracy with which 
trademarks can be reproduced. 


We will be glad to send you the brochure shown 
below, and the names of sign companies experienced 
in the use of PLEXIGLAsS. And if you would like to 
see scores of successful PLEXIGLAS signs on loca- 
tion, where they are giving sales a real boost, just 
ask us to arrange a showing of our new 20-minute 
color motion picture, ““The Sign of PLEXIGLAS’’. 


Chemicals for Industry 


IKI ROHM € HAAS 


COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., West 
Hill, Ontario. 





How are YOU doing 
compared to your competitors 
and other advertisers to 

oil marketing management 


in National Petroleum News 


Advertising Readership Research Opportunity—January 1961 NPN 


_ If you advertise in the January 1961 issue of NPN, Reader Feedback 
field researchers will find out for you: 


e how well your advertising in that issue was read by oil marketers 
e how much impact your advertising had on NPN readers 


e how your advertising succeeded in getting your message across. 


Interviewers will be sent to oil marketing management men all over the 
country to take them page-by-page through the January NPN and find out 
for you exactly what they read and what they didn’t. 

The results of this survey will allow you to compare the effectiveness 
of your advertising with that of your competitors in the January NPN, and 


with other advertising using techniques or selling appeals similar to yours. 


NPN 


DECEMBER Ist is the advertising closing date eee PETROLEUM NEWS 
or Oil Marketing Management 


for the January NPN Sl 
A McGRAW-HILL PUBLICATION 
330 W. 42nd St., N. Y. 36, N. Y. 
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2700 “ayes” 


have it... 


More than 2700 graduate dealers can verify the success 
of The Atlantic Dealer Training Program. Atlantic offers 
its gasoline distributors and their dealers this excellent 
opportunity to obtain complete and practical service 
station management training. 


BASIC COURSE. For new or prospective dealers. Com- 
plete in-station training in mechanics and services plus 
basic courses in service station management. Five weeks. 


INTERMEDIATE COURSE. For dealers with limited 
experience who desire additional management training in 
finances, personnel selection and inventory controls. This 


course requires two and one-half weeks for completion. 


ADVANCED COURSE. For experienced Atlantic 
Distributors and their Dealers who are interested in a 
thorough review of fundamentals and a broad discussion 
of the most advanced management methods and mer- 
chandising techniques. Two weeks duration. 


All of the courses which are described above are con- 
ducted in Atlantic’s Regional Areas. 

For complete information write or call. 

Regional offices: Philadelphia, Pa. » Providence, R.I. 
Syracuse, N.Y. e¢ Pittsburgh, Pa. +» Charlotte, N.C. 


LOOK TO ATLANTIC FOR THE BEST IN MODERN MANAGEMENT TRAINING 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 





GET THE BUSINESS THAT'S 
oe ek ee nome THERE!...MORE TIRE SALES COME FROM 


DO THE BEST TIRE GAUG 
AND INFLATING JOB YOU tHN 


/ 7188BH-All 


service gauge for 


{£8106B—The ‘Master’ 
gauge that certifies 
your airlines 
and other gauges. 


SCHRADER CHUCK GAUGE 3650 or 36500... 

world’s handiest . - - is the simplest, toughest, 
most versatile gauge you can use. Use them 
wherever you service tires. One finger control 
for gauging, inflating, deflating. Replaceable 


gauge unit. SUPERIOR SCHRADER GAUGES 


tell tire pressures accurately in 20 seconds, 
and you can inspect tire tread condition at 
the same time. Make money this easy way— 
drivers are ..ore air pressure-conscious 
SCHRADER CAPS AND 4 since tubeless tires. 
“SWIVEL-T” CORES... “ACE OF 
STANDARDIZATION” CONSTRUCTION 
insure your repair jobs. Cores can’t 
' stick. Caps can’t leak. Seal airin & Now ALL Schrader replacement tube valves are 
and dirt out. specially prepared for either chemical self-vul- 
canization or hot plate vulcanization. For the best 


chemical curing use Schrader miracle Self-Vulcan- 
izing Fluid—#338. 


fi Passenger 
Car Hand- 
Valves bendable 
Tractor db in Truck Tractor 
Valves | i Valves 


{ 
ay 4 
e- 


Use th i i 
ese quality Schrader products in your service work. Get that extra business! 





A. SCHRADER’S SON + BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 
o divisionof SCOVILL 














FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
Made in America to American Standards of Quality 
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Low lines of Memphis station are designed for harmony with residential area. But Operators don’t hold back on displays 


Jovucr x. J. Counabie (above) duit stauon tor under 
$28,000. Nearby homes are in $15,000-$20,000 bracket 


Four distinctive features of this station: 


New ‘mailbox’ dispensers 


Separate vending area Long salesroom 


Jobber Station Is at Home in Suburbs 


2 Bs HE LONG, LOW STYLE of this new Mobil sta- 

tion is designed to blend with the surrounding 
community—a residential suburb of Memphis, 
Tenn., solid with houses in the $15,000-$20,000 
range. 

The station was opened last spring by Moto-Pep 
Inc., Memphis Mobil jobbership run by E. J. 
(Connie) Connable*. Connable estimates the station 
cost him between $27,000 and $28,000. That’s 
about $12,000 less than specified in Mobil Oil’s 
plans for a conventional station for such a neighbor- 
hood. 

Distinctive Features—The station is designed to 
do around 24,000 gal. a month, most of it “neigh- 
borhood” trade. It’s an all-around outlet, going in 
for auto repairs, mufflers, TBA (tire quota is one a 


*For a report on Connable and his highly profitable retread 
operation, see NPN—Oct. p122. 
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day; by the third month, it was selling eight a day). 
It features a long salesroom, refreshment area, stor- 
age area with hot water, black-topping, and drive- 
through bays. On two pump islands are Gilbert & 
Barker “mailbox” pumps (about $700 each). 

It’s Controlled—Operated by partners Roy Ruck- 
er and Victor Roberts, the station is one of Conn- 
able’s 16 “controlled” outlets. Operators handle 
gasoline, oil, tires and batteries supplied by Moto- 
Pep on what amounts to a consignment basis. They 
pay cash for accessories, get 20 days credit on 
motor oil. 

The operators get 3¢ gal. on gasoline sold, and 
pay no rent. Out of a prevailing retail margin of 5¢ 
gal. on gasoline, Moto-Pep retains 2¢ gal. to add to 
its jobber margin of 3.25¢ gal. 

“I love controlled stations,” says Connable. 
“Everyone should have them!” 


1 
J 
{ 











Three of Ripley Oil Company’s eight Macks line up to take on fuel for delivery throughout the 
big rural area serviced from the Ripley, Ohio, headquarters. Customer service rates high where 
fuel oil deliveries are concerned. That means using the most dependable trucks you can get. 


Dependable service 


Starts with dependable trucks 


“Dependable service makes old 


customers out of new, and our 
Mack trucks supply that depend- 
ability.” That statement’s from 
Mr. Richard Finney, president of 
Ripley Oil Co., Inc., of Ripley, 
Ohio. 

Ripley Oil operates in rural 
areas where operating conditions 
are frequently unfavorable. Yet, 
over the years, Ripley’s consistent- 
ly dependable service has resulted 


MACK 
for over 7 straight years 


by far in sales of 
diesel trucks 


in a steadily growing list of sat- 
isfied customers. 

You can be sure your customers 
get dependable service if Mack 
trucks do the job. Here’s why... 
a Mack truck is a quality vehicle. 
It is not just Mack-assembled— 
it’s Mack-buil/t. Mack manufac- 
tures its own engines, axles, trans- 
missions, cabs, and other compon- 
ents. Every vital part is built by 
Mack for Mack trucks alone. Fur- 


thermore, fuel oil distributors find 
that Mack quality means balance- 
sheet savings in repairs, parts re- 
placement, maintenance, fuel and 
downtime. 

Your Mack branch or distribu- 
tor will be glad to help you select 
the model best suited to your re- 
quirements. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, 


Ontario. ‘iin 


a 
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MAC K 


FIRST NAME FOR 


TRUCKS 


Any way you look at it— 
Tires, Batteries and AAccessories 
can Take your Business Anead 


; . THE U.S. ROYAL TBA program is your 
Are your tire sales dragging kind of TBA program. It can help you add 


—or ahead like “sTy. Seti worthwhile new volume at a worthwhile 


profit. It makes sense. 


Are battery and accessory Sensible inventory and pricing, for ex- 


ample. In the three lines of batteries, a single 


a theps* 92% price for 12 volts, a single price for 6. Long 
sales down or up like U. S. ‘ shelf life. Hose, battery cables and fan belts 


Take your TBA where you all individually boxed. Sensible balance, too: 


complete yet simplified line of accessories to 


want it to go-— increase your business. 
Put your TBA ahead. It’s easy. You'll find... 


ahead with U. S. ROYAL Great things are happening for you at U.S, Royal! 


ae ot homey 
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Move,out front 
witha red ‘hot brand... 


neti seine BRAND GOING! 


If you want to turn over your inventory faster . . . if 
you want more customers, you should be selling 


Conoco . . . Hottest Brand Going! Here’s why 
Conoco is the Hottest Brand Going: jj 
Advertising Everywhere You Turn. Again this year 
Conoco will spend millions of dollars on dramatic 
advertising in Look, The Saturday Evening Post, 
newspapers, radio, TV and outdoor posters. This is 
advertising at its most powerful . . . used in the most 
effective way! 


Conoco Touraide® has become an American insti- 


tution . . . a travel service between the covers of one 
book . . . with maps and travel tips that thousands 
of motorists rely on yearly. And, of course, only 
Conoco Dealers have it! 


The Hottest Brand of Products. Conoco gives you 
something unique to say . . . to sell. Conoco all-season 
Super Motor Oil . . . fortified with an exclusive dis- 
covery that clings and protects 24 hours a day. 
And—great gasolines with TCP* plus. TCP to boost 
power . .. oil-plating action to protect power. Good 
reasons by themselves to switch to Conoco! 


*Trademark and patent owned by Shell Oil Company 


If you want to grow, switch to CONOCO 
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Contact 
the nearest 


CONOCO 


Division Manager 
today! 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Building 

6000 Camp Bowie Boulevard 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm Place 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


Cc. 0. MacLeod 

757 West Second South 
P. O. Box 2250 

Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 





Lubrication 


Memos for Lube Men 


>A new lubricant additive contain- 
ing molybdenum, made by the Slip 
Group, London, England, will be 
marketed in the U.S. by Wilco 
Corp. and in Canada by Hollings- 
head of Canada Ltd. 


Lion Oil has added a new auto- 
matic transmission fluid to its line 
of Naturalube motor oils. 

The company says Lion Natu- 
ralube Automatic Transmission 
Fluid resists formation of sludge 
and varnish usually generated at 
high operating temperatures, main- 
tains proper fluidity at low tem- 
peratures, provides longer trans- 
mission-seal life, gives greater 
protection against rust and wear 
of linings and bands, and controls 
foaming tendencies. 


Plans are to have a subcommit- 
tee of API’s service-station adviso- 
ry committee explore with car 
manufacturers the possibilities of 
speedi::s up oil changes, Willard 
W. Wright, Sun senior vice presi- 
dent, told the Independent Oil 
Compounders Assn. One sugges- 
tion, he said, was a suction tube 
at the station island which would 
drain the crankcase in 15 seconds. 


Quaker State Oil Refining Corp. 
is looking into ways of shipping 
bulk quantities of lube oil over- 
seas to cut down on transporta- 
tion costs. Most probable way: a 
rubber bladder (500-gal. capacity) 
encased in a steel frame. Once oil 
has reached its destination, bladder 
can be rolled up and shipped back 
to U.S. for reuse. 


>The consumer education program 
of API’s Marketing Division lubri- 
cation committee has brought the 
motor-oil change story to the pub- 
lic during the past year by the fol- 
lowing media: 

e Radio—two-minute announce- 
ments have been given over 1,440 
radio stations. 

e Newspaper — some 1,500 
dailies with total circulation of 45- 
million have carried at least one 
story. In addition, the information 
was carried in a syndicated column 
appearing on the financial pages of 
more than 100 dailies with 28-mil- 
lion circulation. 

e Magazines—articles have ap- 
peared in Popular Science, Cars, 
U.S. News and World Report, and 
Manage, and are scheduled for pub- 
lication in four other national mag- 
azines. 


November, 1960 + NATIONAL PETROLEUM NEWS 





i) 


INVEST 
4 CENTS 











bs 
fin 
formance that means true 
economy in industrial 
workwear and uniforms! 


Let an experienced Lee consultant 
give you all the facts on the garments 
best suited to your requirements. The 
Lee line (largest in the industry), 
including Shirts and Pants, Jackets, 
Union-Alls, Service Coats and others, 
makes it possible to provide each de- 
partment in any industry with the 
right garments for the job. 

We have proved to dollar-conscious 
management everywhere that Lee 
performance delivers big returns on 
employee morale, safety, long wear, 
comfort, good looks. Let your nearby 
Lee man show you the record. 


WRITE TODAY TO 
INDUSTRIAL DIVISION 
H. D. LEE COMPANY 
117 WEST 20th STREET 
KANSAS CITY 41, MO. 








Texas fleet tests with TYREX Rayon Cord 


TIRES WITH NYLON CORD 
AFTER 100,000 MILES — 
READY FOR RECAPPING 
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TIRE MYTH! 


TIRES WITH TYREX CORD 
AFTER 100,000 MILES — 
STILL 51.4% OF ORIGINAL 
TREAD DEPTH LEFT! 








Here you see the results of a startling showdown tire test . . . a test 
made under actual operating conditions on the trucks of the Ray 
Smith Associated Companies of Dallas, Texas! Here are facts, not 
claims, that can make more profits . .. more satisfied customers for you! 


Tires of TYREX tire cord were tested against those of nylon construc- 
tion to determine comparative performance characteristics. The Ray 
Smith Associated Companies Fleet has 383 tractors, 505 trailers. Test 
titres are 1000/20 standard production tires—32 with TYREX cord—32 
with Nylon cord—all mounted on the drive wheels. The four you see 
(left) are the first to reach 100,000 miles and the difference in tread- 
wear is visible to the eye. As the tests continue, the results should prove 
even more startling. More facts to add to the mounting evidence of 
the superiority of tires made with TYREX cord—tires that give more 
mileage—tires that keep more of their strength as tire heat soars— 
tires that run cooler, “grow” less, recap easier for lower cost per mile. 
For happier customers, for bigger profits, recommend tires made with 
TYREX tire cord for trucks and passenger cars! 








Test fleet includes 383 tractors. 505 trailers. A “‘road’s-eye” view of 2 of the 64 tires. Both 

They haul cement throughout Texas. are standard production 1000/20 tires, 

Roads are hot, loads heavy—72,000 pounds both have gone 100,000 miles—but com- 

gross weight or 4,000 lbs. per tire. pare mileage remaining on nylon tire (left) 
with TYREX cord (right). 


For more facts on test, write TY REX Inc., Empire State Bldg., New York 1, N.Y. 
TYREX (Reg. U.S. Pat. Off.) is a collective trademark of TYREX Inc. for tire 
yarn and cord. TY REX tire yarn and cord is also produced and available in Canada. 
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Both tank trains are the same length, but the one on the right hauls more. That’s because... . 


Cutting Weight Hikes Payload 


With $27,000 tied up in two aluminum tank trains, here’s how 
a jobber expects to get his investment back in three years 


EW TANK trains owned by a West Coast gaso- 
line jobbership haul more product per trip 
than any other units the company has used, al- 
though old and new trains both are 60 ft. long 
over all, the maximum length allowed by state law. 
The difference is that the new units in the fleet 
of American Oil Co., Norwalk gasoline jobbership, 
in Salinas, Calif., are made of aluminum, not 
tensile steel, which American has used previously. 
The new units are the result of cooperation among 
Fruehauf Trailer Co., Aluminum Co. of America, 
and Firestone Tire & Rubber Co. With these new 
trains, American is hauling the state’s largest pay- 
load of oil product. 


Although each aluminum tank train (tanks only) 
cost $2,300 more than steel, American believes 
the money is well spent. “We decided to switch 
to aluminum,” says Sam Wilson, American’s gen- 
eral manager, “because of the additional payload. 
The lighter you make your truck, the more you 
can haul.” 


How Payloads Go Up 


With tank trains of tensile steel, the jobber 
could haul 8,060 gal. per trip. Unladen weight of 
the steel train came to 27,400 lb. But with the 
two new aluminum tank trains, American’s haul- 
ing capacity has increased as follows: 
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@ Train No. 1 can haul a legal limit of 9,340 
gal. per trip. That’s 1,280 gal. more than the steel 
trains, or a gain of 16%. 

e@ Train No. 2 has a legal limit of 9,105 gal. 
per trip, which is 1,040 gal. more than the steel 
train, or a 13% gain. 

Unladen weight of Train No. 1. is 20,300 Ib., 
a 26% reduction under the steel unit. Train No. 
2’s unladen weight is 23,260 lb., about 15% less 
than the steel train. 


How Payout Figures Out 


American operates out of Salinas and San Jose, 
covers four counties: Santa Cruz, Santa Clara, 
San Benito, and Monterey. Supplied from Salinas 
are 50 outlets having an average storage of 10,000 
gal. About 10 stations, with average storage of 
16,000 gal., are supplied from San Jose. 


In both cases, product is picked up at Richmond 
on the northeast side of San Francisco Bay. Dis- 
tance between Richmond and San Jose is about 
65 miles, making it possible to get in three train 
trips per 24-hour day. The distance between 
Richmond and Salinas is about 120 miles, with 
the result that two train trips are made every 24 
hours. 


The same number of trips per day can be made 
from either point with the steel tank train. But 
the big difference is the carrying capacity. To haul 
as many gallons as the aluminum trains can haul 
in eight trips would take nine trips with the steel 
rig. 

American figures that each aluminum train will 
haul about 7.2-million gal. a year, and that its 
free haul on each unit will be about 720,000 gal. 
annually. Actually this free haul will be greater. 
American’s estimates are based on a straight 1,000- 
gal. differential in capacity between steel and alu- 
minum tank trains. The difference is greater. 


Free haulage of product, in any case, should 
approach 1.5-million gal. a year with the alu- 
minum trains. That’s about equal to one month of 
American’s gallonage. 


Wilson estimates that additional revenue from 
free haulage will come to about $10,152 a year. 
That’s enough to pay for both trains in less than 
three years. 


How Weight Is Cut 


Over and above weight saved by changing from 
steel to aluminum, American 
and its transportation-equip- 
ment suppliers have come up 
with these other weight-saving 
ideas: 


SAM WILSON 
General Manager 
American Oil Co. 
Salina, Calif. 
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Aluminum wheel and tubeless tires save 600 Ib. per train 


e@ A new type of aluminum wheel and tubeless 
tire (18 on one train) on Train No. 1, which runs 
from Salinas. Weight saved here, says American, 
is about 600 Ib. Train Mo. 2, which operates from 
San Jose, has standard aluminum wheels and 
tubed tires. 


e Aluminum fuel tanks. The San Jose train 
carries 100 gal. of diesel fuel in two 50-gal. steel 
tanks. The Salinas unit has one 60-gal. diesel-fuel 
tank weighing only 10 lb. empty. American says 
that with the lighter tank and the smaller diesel- 
fuel load, the Salinas train saves 320 Ib. 


e@ With aluminum tanks, trains do not have 
to be painted completely, saving 150-200 Ib. 
There’s also a maintenance saving with aluminum 
tanks. Initially, tanks are coated with Klearcote 
at a cost of about $100. Normally it would cost 
about $600 for a paint job for each train. 

e@ Fiber glass fenders are used on the Salinas 
train, saving some weight. Here again, the main 
saving is maintenance. American figures fiber glass 
fenders can be repaired at about one-third the cost 
of steel fenders. 

Weight is also saved by using aluminum tubing 
fox the piping system in the tanks of each train. @ 





“BEST WAY TO BEAT 
- CORROSION PROBLEMS? 
| QUALITY PAINTS PLUS 

_ TECHNICAL KNOW-HOW!” 


Sound advice from a man who knows. Dick 
Durham, a member of Du Pont’s new Technical 
Service Group, has been solving paint mainte- 
nance problems for most of his 27 years in the 
business. 

“No one can afford the high cost of corro- 
sion,” says Dick. “That’s one reason Du Pont 
Paints are so often specified. Take, for example, 
our popular Tank White Enamel. Its lasting 
whiteness and high reflectivity have meant sub- 
stantial savings in the petroleum industry by 
reducing evaporation losses. Its durability is 
outstanding, too. On one tank in a large refin- 
ery, this tough finish lasted more than 20 years 
... despite exposure to HF and SO: fumes, 
water spray and weathering. 


“But quality paints are only part of the 
story when you specify DuPont. Just as im- 
portant, from the standpoint of long-term sav- 
ings, is technical assistance in applying them. 
You see, we base our recommendations on a 
first-hand analysis of your particular mainte- 
nance needs. Result: protection that’s tailored 
to the conditions in your plant—at lowest cost 
per square foot per year.” 


You'll find a man like Dick Durham working 
out of the Du Pont district sales office nearest 
you. Why not take advantage of his training 
and experience? For complete information on 
how to beat your own corrosion problems, give 
him a call. Or write: E. I. du Pont de Nemours 
& Co. (Inc.), Finishes Division, Dept. NPN-611, 
Wilmington 98, Delaware. 


* * * 


With the Du Pont Finishes Division since 1933, Richard 
D. Durham is headquartered in his native Birmingham, 
Alabama. A corrosion specialist, he has helped find 
the answer to maintenance problems for the paper, 
textile, chemical, petroleum and steel industries 
throughout his territory. At home, he’s a member of 
the Birmingham Paint Club and the Birmingham Sales 
Executives Club. 


GU POND paints 


M46. v, 5, pan OFF 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 
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IS MORE AND MORE OF THE MARKET 
PASSING YOU BY... 
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OR PATRONIZING YOU ? 


With the automobile model mix on the road today, many 
refiners have already gone to 3 products in an effort 
to hold their total market. And the evidence is that the 
octane spread will continue to widen, bringing pres- 
sure for 4- or even 5-product systems. The trend is 
undeniable; the marketing implications, serious. 
Wayne submits that there is only one practical solu- 
tion to this problem. Blending. We refer not to the 
Wayne Blender pump alone but to the overall concept 
of blending as a new method of marketing fuel. 
What does blending offer you? First, it ends the 
multiple product dilemma for good. With just two 

















products—regular and super high octane—the Wayne 
Blender meets the fuel requirements of every make 
car. Second, blending builds business. Once a cus- 
tomer understands blending, he is not apt to settle 
for less. He gets the performance he wants without 
overbuying and saves 1 to 4c a gallon. Third, your 
island and underground investment are protected, 
because the Wayne Blender can deliver up to 9 grades 
of fuel, covering everything on the road today and in 
the foreseeable future. Fourth, the economies of a 
2-product system reflect through your entire opera- 
tion—accounting, distribution, warehousing, refining. 


To insure that the Wayne Blender realizes its poten- 
tial as a major marketing tool—rather than becoming 
just a novel pump—its introduction has been care- 
fully planned. Among the companies that have 
adopted blending, one reported a sales increase of 
4% over its predicted 1959 gain; another chalked up 
a whopping 20% increase over previous sales. In both 
instances, management attributes the increase 
largely to its blending program. On the basis of this 
experience, we believe other refiners and marketers 
would like to hear the Wayne Blender story. We are 
ready to tell it. 





New booklet gives you 


more information on the 


profit potential of blending 


This 20-page booklet is designed to present 
a comprehensive picture of the competitive 
advantages and operating economies that 
can be realized from multi-octane blending. 
Reduction of your pool octane number, sav- 
ings on capital equipment, more efficient 
warehousing and distribution, greater cus- 
tomer satisfaction and increased station 
sales—these and other benefits are spelled 
out in detail. In addition, major features of 
the Wayne Blender are presented in 
digest form. 


At your request, we will be happy to provide 
a copy of this timely booklet. THE WAYNE 
PUMP COMPANY, Division of Symington 
Wayne Corporation, Salisbury, Md. WAYNE 
PUMP CANADA, LTD., Toronto, Ontario. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 








Frank Dunlap, Gulf dealer since 1922, follows his historical 
hobby in the Plymouth, Massachusetts Museum. 


Gulf Solar Heat Dealer 
Makes History a Hobby 


Frank shows Clarence E. Gilleney one of Plymouth’s prize 
possessions. It’s the Mayflower II, replica of the original, pre- 
sented to Plymouth by England in 1957. Like most others in 
Plymouth, Frank is a learned scholar on local early Americana. 
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Few men in Plymouth know more about local history 
than Frank Dunlap. Frank can point out on which 
spot which Indian skirmished with which Pilgrim. 
He’s never off more than three or four feet. Learning 
that much about anything takes a lot of spare time. 

His association with Gulf has been a big help. Says 
Frank, “When you’ve got the best product on the 
market, backed up by good, high volume promotion, 
you’ve got more than just a profitable business. The 
customer satisfaction and low service call rate allow 
for more free time to follow up outside interests.” 

Customer satisfaction with hydrogen-purified, clean 
burning Gulf Solar Heat leads to a competitive plus: 
fewer fuel-caused problems. The less time spent on 
service calls, the higher the profit. 

For full information on the many 
advantages youcanenjoy by becoming 
a Gulf Solar Heat dealer, phone your 
nearest Gulf office, today! 


Go one better—Go Gulf pan SES 


heating oil@ 
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How Shell's Light-Repair Clinics 


Free training in tuneup and brake work is giving New England dealers 
confidence to solicit new business, and adding to financial stability 


T SHELL O1L’s New England training centers, 
they’ve added a fourth “R” to education’s 
traditional three. It’s Repair. 


Because Boston division-office people believe 
dealers can’t get along without it today, about 650 
men a year take special courses in tuneup and 
brake service. That’s in addition to a regular cur- 
riculum of sessions in lubrication, pump-island 
service, TBA, salesmanship and station manage- 
ment, along with an expanding range of special 
clinics on wheel alignment, automatic-transmission 
adjustment and carburetor service. 

Here’s Why—Virtually all the area’s better 
dealers offer some form of light-repair service, says 
division merchandising manager Paul Nanes. In 
view of this, division executives think it makes as 
much sense to train dealers in repairs as in pump- 
island service or tire-selling or filter-installing. 
When Shell originated its light-repair training pro- 
gram a few years ago, the New England division 
was one of the first to make wide use of it. 


In 1958, 671 men took the division’s tuneup 
and light-repair courses. Enrollment was 644 in 
1959 and 366 in the first four months of 1960. 


Shell believes any addition to a dealer’s me- 
chanical knowledge puts him in a stronger com- 
petitive position. Nanes says the competitive benefit 
has been especially marked in frequent instances 
where a dealer has tried to go in for brake or 
tuneup work in a partial or limited way. 


Such dealers profit from Shell’s clinics in two 
ways: They learn to do a complete job, and they 
acquire the confidence to solicit new business. 


How Repair Work Pays 


Dealers are drawn to mechanical work partly 
because of the good price they get for the labor 
involved. They’re also attracted by the parts profit. 


One of Shell’s suburban Boston dealers, Leo 
Bon, estimates that for each mechanic he hires he 
sells $450 worth of parts per month. “There’s a 
40% markup on those parts,” he adds. Meanwhile, 
his gasoline volume is pretty fair, too—around 55,- 
000 gal. a month. 

The extra profit from mechanical business can 
make a lot of difference for some dealers, says 
Nanes. One such case is Lennie Montbleau in 
Lowell, who had a shaky time for a while after 
he took over his station four years ago. 

Now Montbleau’s repair volume runs well above 
$2,000 every month; he has 12 men on his pay- 
roll; he’s added a third bay with a twin-post lift. 


He and his key men take every kind of training 
Shell has to offer. 

And while you can’t prove there’s any connec- 
tion, his gasoline volume runs to 70,000-gal. a 
month, and he sells over $4,000 worth of acces- 
sories a month. 

Another example of the way a healthy repair 
business helps get the most out of a station loca- 
tion is a Shell station in Watertown. The dealer, 
Anton Takvorian, has built a solid reputation for 
reliable repair service. He’s added a third bay— 
all he has room for—and keeps all three bays 
filled to capacity. 

More significant from the oil-industry angle is 
the fact his single pump island (with a pair of dual 
pumps) is hard pressed to keep his customer’s 
gasoline tanks filled. His gasoline business holds up 
around 50,000 gal. a month. 


How Training Pays 

One of the division’s successful dealers doesn’t 
hesitate to admit that he once did the kind of low- 
price tuneup often criticized by the experts. It’s 
the kind of tuneup that consists of putting in new 
points and condenser and hoping that will do the 
trick. It’s quick, simple and doesn’t cost the cus- 
tomer very much. 

At the Shell training center he learned about all 
the other phases of tuneup work. With the added 
knowledge and new skill he was able to up-grade 
his tuneup service, charge an adequate price and 
make more profit. 

Another case concerns a dealer who had been 
doing a limited amount of brake adjusting for some 
years. At one of the early Shell brake clinics, Jerry 
Shea of Raybestos showed him on a cutaway wheel 
the right way to adjust anchor pins on a particular 
type of brake. 

For that kind of help the dealer values the Shell 
training session. “I used to have a tendency to 
dodge that kind of job before,” he explains, “be- 
cause I didn’t know for sure just how to handle 
them.” 

There’s a noticeable inclination on the part of 
dealers and their employes to come back for a sec- 
ond round in the brake and tuneup courses. There 
appear to be two reasons: 

e First, you never learn how to handle every 
kind of trouble. In course of time it’s usual for a 
mechanic to run into certain difficult situations that 
come up more than once with a particular car or 
type of equipment. After a time he accumulates a 
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Are Paying Off for Dealers 


mental file of unanswered questions and he’s ready 
for another go at the training sessions. 

@ Second, mechanics get stale, or think they 
do. With the passage of time they’re affected by 
the human tendency to grow careless and forget 
what they learned. They become conscious of a 
decline in skill if there’s a slow period in the flow 
of repair work. 

“You'd be surprised how you can get out of prac- 
tice in a few weeks,” says Ken Tinker, brake spe- 


Manufacturers like Raybesios contribute teach- 
ing aids such as this cutaway brake-drum model 


New Heyer scope gets a tryout by Art Naye, 
who learned tuneup work at training clinics 
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Ken ‘linker, brake specialist at Waltham, Mass., 
service station, often attends clinic sessions 


Many Sheil dealers in New England offer state 
inspection service to solicit brake work 


cialist at the Carr Station in Waltham. He makes 
use of the Shell brake clinics to get back in prac- 
tice. [t’s important to him to keep his hand in be- 
cause the volume of brake work at that station 
runs around 150 jobs a year at an average of $40 
per job. If that’s modest by some standards, it’s 
a significant addition to station revenue, even at 
a 55,000-gal.-a-month station like John Carr’s. 


In terms of customer contacts, that 150 brake 
jobs a year doesn’t loom so large. Taken together 


ce a > 
Mechanics at Takvorian’s service station in 
Watertown, Mass., turn brake drum on lathe 
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with tuneup and other mechanical service, total con- 
tacts with customers are far fewer than at the gaso- 
line pump. But to a far greater extent than with 
gasoline transactions, each one of those mechanical 
jobs is a chance to nail down down a customer— 
or lose him. 


That point gets big attention in every Shell 
training course. “In all our training,” says Paul 
Nanes, “we emphasize that the best relationship a 
dealer can create is one where the customer comes 
to depend on him for help in any kind of trouble.” 

To cultivate that sort of customer attitude, the 
dealer obviously has to be good at whatever kind 
of mechanical service he elects to render. That’s 
what Shell aims to do for him in its mechanical 
training courses—make him a good mechanic. 


How Manufacturers Help 


The New England division training centers often 
schedule clinics that are staged entirely by a single 
manufacturer of parts or equipment. It’s Shell 
policy to welcome and use the help of parts and 
equipment manufacturers to the extent that they 
can contribute to the kind of training Shell thinks 
is right for its dealers. 

“The manufacturers have done a good deal for 
us,” says Ollie Minor, manager of Shell’s retail de- 
partment, “although their style of training seems a 
little overprofessionalized for our purpose. They 
aim more at repair garages and car dealers, while 
we aim our training specifically at the service sta- 


tion operator. We give him only what he can absorb 
and use.” 


An example of a manufacturer’s contribution to 
training is a carburetor clinic staged by Carter Car- 
buretor Co. in New London early this year. The 
New England division sponsored the Carter clinic 
as an experiment and found the dealers liked it. 


One report from a New Britain dealer shows 
what happens when a dealer acquires a new skill. 
After taking the carburetor training, the dealer in 
question reversed his former practice of referring 
customers to others for carburetor service and 
began doing the work himself. Now his carburetor- 
service volume runs at an annual rate of $2,400, 
and he stocks $200 worth of carburetor parts. 


Paying the Rent—The venture into carburetor 
training is just one example of Shell’s approach to 
mechanical training. Presently on the fire are similar 
trials of wheel alignment and automatic trans- 
mission adjustment. 


In planning for future training, Shel) takes it 
for granted that light mechanical repairs are now 
an inseparable part of the service-station business 
as it is carried on today. But the central idea is 
even broader. It’s best expressed by one of Ollie 
Minor’s characteristic statements: “I repeat what 
I’ve said before,” Minor says, “I don’t care if they 
sell fishing poles or whatever they want to sell—if 
it helps dealers pay the rent, cuts down turnover 
and doesn’t interfere with the gasoline business, 
we’re for it.” bal 








NPN Reprints You Can Use In Your Business... 


e What's Wrong With Oil Marketing—A _ pro- 
vocative analysis by one of the industry’s most 
respected critics, economist Theodore Levitt. 2 
pages—25¢ R26 


e How to Buy a Heating-Oil Jobbership—Vital 
reading if you’re expansion-minded. 6 pages—S0¢. 
Reprint R25 


¢ Diversity: Seven Case Studies. A package of 
how-to-do-it studies on jobbers who have taken the 
diversification route—the new pattern for oil-job- 
ber growth in the Sixties. Tells what it costs, what 
to beware of, what to expect from representative 
sidelines. 24 pages—$1. Reprint R23 


e Brand-New Guide to Jobber Estate Planning— 
Tailor-made for the independent distributor, but 
also valuable for the salaried manager or company 
representative. Packed with the latest tax-law facts. 
Sure to save you money, perhaps your business. 12 
pages—75¢. Reprint R22 


e New Insights into Pricing—Special report on the 
“inside” aspects of pricing, including three impor- 
tant new independent surveys. Helpful briefing 
materials for new men, field reps, and everyone 
interested in prices. 12 pages—75¢. Reprint R21 


e New Forces in Marketing: How They Affect 
You—A handy 28-page package of three exclusive 
reports on new competitive forces in the ’60s, 
published in NPN’s October, November and 
December issues. Tells how food and discount- 
house chains are getting into gasoline retailing, 
how to meet them, how to nail down your existing 
markets and build new ones. A must for every 
marketer. 28 pages—$1. Reprint R20 


e How to Figure Gas vs. Oil Cost—A simple and 
lucid explanation of how to figure whether natural 
gas or oil is cheaper in your area. A vital sales 
tool. 2 pages—25¢. Reprint R15 


e Nine Ways to Outsell Gas Heat—All the am- 
munition heating oil men need to strike back at 
their toughest competitor. 4 pages—25¢. Reprint 
R10 


e How to Sell Your City Council on a Permit—A 
step-by-step plan showing how to use available 
local statistics to prove stations are safe. 4 pages 
—25¢. Reprint R9 


Please order reprints by number. Prices quoted are 
for single copies; quotations for bulk orders avail- 
able on request. Write Reader Service Dept., Na- 
tional Petroleum News, 330 W. 42 St., New York 36. 
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Brand new! Husky and versatile, the A-1057 
features 72-compartment small parts drawers, adjustable door 
shelving for flexible storage, 3 full sliding drawers with safety stops, divided and 
numbered parts drawers for easy inventory control. Dimensions 38” high, 28%” wide, 15” deep. 


STEP UP YOUR TUNE-UP AND LIGHT REPAIR PROFITS 
with Delco-Remy’s new cabinet and identification programs 


Tune-up and light repair is a real money-maker—and Delco-Remy offers a program to help you cash in big on 
it with quality ignition parts for all popular American cars and light trucks. A parts cabinet for every inventory 
need. Saves you time and space, provides a complete coverage inventory. The cabinet program includes 
INVENTORY CONTROL CARDS ® TUNE-UP SPECIFICATIONS @® NEW CATALOGS @ ADJUSTABLE 
SHELVING ® DIVIDED AND NUMBERED PARTS DRAWERS—plus many other profit building features. 


A-1057 & A-1059 CABINET COMBINATION. A-1055 A REAL TIME AND SPACE 
MAXIMUM STORAGE, MINIMUM SPACE. SAVER. Dimensions 17” high, 28%” wide, 
Dimensions 72%” high, 28%” wide, 15” deep. 15” deep. 


FRESH NEW SALES BUILDING IDENTIFICATION FOR YOU! 


The new Delco-Remy identification program helps you PROFIT by tying in with national 
consumer advertising on two network TV shows. 


A-140 Three-dimensional portable sign. Use A-1049 Three-dimensional electrical sign. 
wherever needed. Contains utility tray for In window or on wali—positive identification. 
tools. Dimensions 30%” x 25%” x 7%”. Dimensions 14” x 13” x 6%”. 


More Reliable GM Products Distributed Through 
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How fo Sell Wheel-Balancing Service 


Wheel balancing goes with the tire business, is easy to sell, 
simple to do, and makes good money for dealers and their suppliers 


LL FOUR WHEELS on every 

car ought to be balanced twice 
a year, maintains Wylie F. Axford, 
sales manager for John Bean auto- 
motive equipment. Yet last year only 
33.5-million wheels were balanced, 
or about 14% of all the wheels roll- 
ing. 

Speaking before the central section 
TBA convention in Cincinnati, Ax- 
ford discussed the size of the market 
for wheel-balancing and how to de- 
velop it. “Althouzh it’s good practice 
to balance wheels twice a year,” says 
Axford, “an attainable goal might be 
to induce every car owner to balance 
all four of his wheels at least once 
a year. 

“At a fair average charge of $1.50 
per wheel, including weights, there’s 
a potential volume of $351-million.” 

It’s important to balance all four 
wheels, rather than the front ones 
only, Axford says. While unbalance 
is more noticeable in the front, the 
rear wheels turn just as fast and create 
just as much centrifugal force. In an 
unbalanced wheel, that force not only 
shortens tire life but beats away at 
the rear axle, the bearings, the grease 


“No additional floor space is needed. The 
investment is nominal and [the dealer] 
can do the job with present personnel.” 
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seals, and the differential gears. 

How to Get the Business—Oil com- 
panies should remind their dealers 
that wheel balancing is a service that 
doesn’t need any hard-sell. “The best 
time to suggest wheel balancing is 
when the car is on the lift for lubri- 
cation,” Axford believes. “The easy 
approach is to ask the customer how 
long since the wheels were balanced 
and then ask if he’d like to have the 
service performed along with other 
work. 

“If the customer is uncertain,” Ax- 
ford continued, “offer to check one 
wheel free. Take it off the car, slip 
it on the balancer, and show him its 
condition.” 

It’s even easier to bring up bal- 
ancing when a tire is off the car for 
repair. “When the wheel is already 
off,” Axford points out, “it’s easy to 
slip it on the balancer and show its 
condition. It will be a rare one that 
doesn’t need balancing.” 

Or if a customer brings his car in 
and leaves it for tire repair or re- 
placement, there’s another opportunity 
to bring up balancing. “The dealer 
should take it for granted that the 
customer will want his wheels bal- 
anced,” Axford says, “and he should 
make the suggestion, pointing out 
that it’s the best way to get top mile- 
age plus driving safety.” 

Good Dealer Profits—For the little 
time it takes to do a balancing job, 
there’s a very good return for the 
dealer, Axford says. “Although the 
average wheel can be balanced in two 
minutes, let us assign five minutes per 
wheel and see what a dealer can get 
for his time. 

“At $1.50 per wheel he uses four 
weights which cost him 23¢, leaving 
a balance of $1.27. At five minutes 
per wheel, that amounts to 25¢ per 
minute. This I would say compares 
very favorably with the $1.50 charge 
commonly made for changing a tire, 
where the time and energy expended 
are considerably greater.” 

Good Company Profits—‘‘Wheel 
balancing reduces tire complaints and 
adjustments, but since these are in- 
tangible, I'll not discuss them,” Ax- 
ford said. “Instead here is a hypo- 
thetical example of the TBA profit 
possibilities. You can cut up the ex- 
ample or expand it to suit your own 
circumstances. 

“One thousand balancers and as- 





For dealers, wheel balancing pays 25¢ 
a minute; for oil companies there’s a 
44% wholesale margin on weights 


sortments represent an initial sale of 
600,000 wheel weights. If 50% of 
the owners of those machines do 150 
balance jobs per month, they'll need 
another assortment totaling 300,000 
weights per month. 

“Multiply that figure by 12 months 
and we have 3,600,000 weights per 
year. At a dealer price of 5% ¢ apiece, 
those 3,600,000 weights amount to 
$207,000 a year. 

“At 44% margin, the gross profit 
is over $90,000. The inventory invest- 
ment is nominal, it requires very little 
space, it is easy to keep, and it can 
turn over 10 to 12 times per year.” 

The present customers of any serv- 
ice station offer a ready market for 
wheel balancing, Axford pointed out. 
“No additional floor space is needed. 
The investment is nominal and they 
can do the job with their present 
personnel.” 

“Once the station operator starts 
talking wheel balance,” he concluded, 
“he will be amazed at how easy it is 
to sell. There are hundreds of tire 
outlets presently maintaining a ratio 
of 80% to over 100% of balance 
jobs to tires sold.” 
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the proper asphalt and cutter stock . . . set and 
reproduce any required blend . . . load cutbacks, as a 
stable end product of predetermined viscosity, 
directly into mobile equipment. In addition, the 
Proportioneers system eliminates any fire hazard, 
loss of time and materials, and need for redoping and 
subsequent mixing. Efficient, economical stream 
blending is a more flexible, cleaner operation. 
Requires only a minimum inventory for 

maximum production. 

Modifications include control of additive injection, 
ticket prints for proof of product, and interlocks 
identifying base stocks. 
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BUILDERS-PROVIDENCE + PROPORTIONEERS + OMEGA 





METERS * FEEDERS * CONTROLS / CONTINUOUS PROCESS ENGINEERING 


For complete details on how to streamline your 
asphalt operation, request Bulletin DM-1. Write 
B-I-F industries, Inc., 555 Harris Avenue, 
Providence 1, R. I. 
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of the sxptor oils 


you could market? 





With Oronite’s new laboratory evaluation procedures, 
performance of your present compounded oils can be rated 
against the performance possible using our new 

500 Series additives in the same base stocks. This can be 
plotted out for you—accurately, and in short order. 


Chances are good that Oronite can provide you better 
performance from compounded motor oils at NO increase in 
current treating costs, or equal performance at a 

lower treating cost. Suggested Oronite formulations will 
enable you to produce or market superior motor 

oils at all performance levels. 


Let us show you what can be done with your base oils. 
Contact the Oronite office nearest you. 


CALIFORNIA CHEMICAL COMPANY 
ORONITE DIVISION 


EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 
SALES OFFICES ¢ New York, Boston, Wiimington, Chicago, Cincinnati, Cleveland, Houston, 
* Tulsa, Los Angeles, San Francisco, Seattle 
FOREIGN AFFILIATE « California Chemical international, inc., San Francisco, Geneva, Panama 
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TBA 


STRAWS IN 
THE WIND 


By FRANK C. STURTEVANT 


Report on nylon tires 
... Sales support for 
TBA ... New batteries 


NYLON TIRES got a big boost re- 
cently when Du Pont persuaded Pete 
Hirleman, TBA manager for Cities 
Service in New York, to tell about 
his company’s success with a nylon 
line. His branch of the Cities Service 
organization markets in 13 Eastern 
states through some 4,000 outlets. 

In 1957 his company went to nylon 
exclusively for first line tires, and in 
1958 switched to nylon in all lines. 
Simultaneously the TBA department 
began a program to eliminate as 
many tube-type tires as possible from 
dealer stocks. 

Du Pont quotes Hirleman as saying 
that the combination gave his dealers 
three competitive advantages: 

e Fewer adjustments, a valuable 
testimonial for Du Pont and all other 
producers of nylon tire cord. 

“Our adjustment problem is at a 
minimum,” Hirleman says, “and we 
attribute that almost entirely to 
nylon.” 

e Full line. “A dealer now can 
carry stock to cover practically every 
customer need without any increase 
in storage facilities,” says Hirleman. 

e Better return on _ investment. 
“The dealer has a workable inven- 
tory, with a market for every tire in 
stock, and we find that under the new 
system he’s enjoying a fourfold in- 
crease in turnover,” Hirleman ex- 
plains. 

Simplification has reduced the 
number of tires in the line from 150 
to 31. 


mNylon tires account for 50% of 
United Cooperatives Inc.’s $10-mil- 
lion-a-year tire business, reports TBA 
manager P. L. Sleight. The co-op 
supplies 31 member organizations 
with some 6,000 retail outlets. 

Since nylon tires were first intro- 
duced in the Unico line in 1956, 
Sleight says, the demand has risen 
steadily. About half of the member 
cooperatives now handle nothing but 
nylon tires. 


POver the years, TBA managers in 
the oil industry have had to contend 
with varying degrees of sales-depart- 


ment support. One of the better ex- 
amples of support is the system of 
one major company giving salesmen 
special TBA assignments every month. 

Usually the assignments are to con- 
centrate on some particular TBA 
product or group of products. Dur- 
ing the month the sales districts keep 
a running record of each man’s per- 
formance in terms of orders obtained 
on that month’s assignments. The 
automatic reaction of most salesmen 
is to shoot for a spot as high up on 
the list as he can make it. 


Earlier this year the oil companies 
selling the Atlas TBA line went coun- 
ter to the trend and expanded the 
Atlas battery line. What’s more sur- 
prising, the additions to the line were 
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heavy-duty or premium-price bat- 
teries in three 12-volt sizes. 

It may seem strange for Atlas Sup- 
ply to add three heavy-duty batteries 
at a time when both the premium- 
price and traditional first-line batier- 
ies have been losing volume to fast- 
selling second-line batteries. 

Atlas reasons this way: 

e The extra profit will be welcome 
to dealers even if they don’t sell a lot 
of the premium-price batteries. 

e Demand can be built up for a 
12-volt battery with a little more re- 
serve capacity. The reserve of a 12- 
volt battery is quickly exhausted in 
slow-speed city driving, and some car 
owners will be willing to pay for 
extra protection against battery fail- 
ure. 





High Quality Meter 


for consumer products 





The tax man and plain good business 
practice are making meters essential 
on consumer equipment. The Tok- 
heim Series 697 meter is designed to 
fill this need. Of moderate cost, it is 
nevertheless of high quality; accurate 


Write for Literature 


General Products Division 


TOKHEIM 
SERIES 697 


For use with... 


e Portable Electric Pumps 
e Hand Pumps 
e Electric Cabinet Pumps 
e Gasoline-Powered Pumps 
e Gravity Tanks 


up to 15 gallons per minute, and 
capable of measuring 1,000,000 gal- 
lons of fuel. It will operate on ’most 
any type of consumer dispenser. In- 
cludes register and totalizer. Labeled 
by Underwriters’ Laboratories. 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


1650 Wabash Ave. 


Fort Wayne 1, Indiana 








Subsidiaries: GenPro inc., Shelbyville, indiana; Tokheim of Canada, Ltd. 
Toronto, Ontario; Tokheim International, A.G., Lucerne, Switzerland 
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Operator in terminal dials tank 25, asks for product level. 
Glass panel answers 17 ft. 112 in. 


Terminal superintendent Gerald Smith (left) reviews 
twice-a-week product inventories with Walter Smith 


Why Mobil's Using Remote Gaging 
in Marketing Terminals 


Mobil Oil is converting some marketing terminals to remote gaging. 
The first is now on stream. Here's how it works, what it saves 


A SK ANY TANK in Mobil’s New Haven, Conn., 

terminal how much product it holds, and it'll 
give you an immediate answer. Using what’s called 
a pulse-code telemetering system, all you do is dial 
a number for the tank you want, and a reading in 
feet and inches flashes on a panel. 

Oil companies are just beginning to use this 
type of remote-gaging installation in marketing 
terminals, although they’re fairly common in re- 
finery and pipeline tank farms. 

New Haven is Mobil’s first complete installation. 
Others are on the way. One at Quincy, Mass., is 
99% equipped; a third at Rochester, N.Y., is 90% 
equipped; a fourth, planned for next year, will be 
a partial installation at Linden, N. J.; and a fifth 
at Syracuse may follow. 


Why Use Remote Gaging? 


The primary reason for applying automation to 
the task of gaging storage tanks is to save the time 
and energy required for hand gaging. With the 
conventional bob-and-tape method, it’s a four-hour 
job to gage all 18 tanks at New Haven. 

That job has to be done twice every week for 
inventory purposes: so to begin with, the new sys- 
tem eliminates two four-hour tasks a week. Be- 
sides the twice-weekly inventory, tank-level check- 
ing goes on frequently whenever tankers arrive and 
start pumping off into terminal storage. 

A 10-million-gal. tanker takes at least 15 hours 
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to unload. The terminal staff takes gage readings 
hourly on whichever tank is receiving product and 
more often as the full point approaches. 

Intangible Savings—Taking gage readings by the 
telemetering method offers some other advantages 
less easy to measure. 


Most important of all you reduce the accident 
hazard that goes with climbing the tanks. Espe- 
cially in northern areas where steps get wet and 
icy, there’s always some danger. 

The plant labor force may at times include older 
men transferred from more active tasks such as 
driving tank trucks. For some it can be an un- 
desirable strain to climb tanks, which can be as 
high as 50 ft. 


Telemetering is thought to have a slight edge 
over manual gaging in accuracy. For example, a 
man reading a tape on top of a tank on a windy 
day might lose a sixteenth of an inch by evapora- 
tion. 


You can also gain a little storage capacity. With 
greater accuracy you don’t have to allow so much 
for possible gaging error, and you can fill your 
tanks closer to the top without danger of over- 
filling. They haven’t tried this yet at New Haven; 
they still leave 14% ft. at the top as a safety margin. 

You can be sure of more frequent gaging with 
telemetering. With only manual gaging there’s al- 
ways the temptation in extremely bad weather for 
plant men just to calculate additions and with- 


NATIONAL PETROLEUM NEws * November, 1960 





drawals and report what gages ought to read rather 
then go out and get actual readings. 


How the System Works 


New Haven uses the Varec remote-gaging sys- 
tem. Varec is the trade-name of Vapor Recovery 
Systems Co., Compton, Calif. A float riding at the 
end of a steel tape is permanently installed in each 
tank in much the same manner as any eye-level 
gage. In fact the Varec installation at New Haven 
includes eye-level gages on each tank. 

Perforations in the steel tape drive a sprocket, 
which in turn revolves a pair of discs studded with 
metallic segments. One disc indicates (by segment 
position) the liquid-level in feet, the other in inches. 

Upon signal from the dial in the dispatcher’s 
office, a motor-driven commutator senses the seg- 
ment positions and sends back an appropriate 
series of coded electrical impulses. The pulse-code 
signal is interpreted at the receiver unit and flashed 
on a glass panel in lighted numerals showing the 
tank number and liquid level. 

By means of a separate signal, the transmitter 
will also send back a temperature reading from a 
Weston thermometer built into each tank float. 

In addition to the Varec telemeter system, each 
tank also has a Shand & Jurs gage and sampling 
lock for manual gaging. 


Does Remote Gaging Save Money? 


Mobil’s management believes the remote-gaging 
system will result eventually in significant savings. 
The total (before taxes) is estimated tentatively at 
$8,400 annually by Pat Carmondy of the opera- 
tions department. 

An exact comparison with former costs will 
never be possible since the automatic-gaging in- 
stallation was only one part of a general mod- 
ernization and expansion project. As part of the 
program at New Haven the terminal took over the 
distribution functions of three other bulk plants in 
the area. 

So far the combination of improved facilities has 
permitted New Haven to take on the extra Joad 
and at the same time to retire one man from the 
staff. 

Mobil doesn’t hope to cash in on all the pos- 
sible advantages of telemeter gaging the first year. 

During the first month of operation at New 
Haven, both the automatic and the manual meth- 
ods were used. This served the double purpose of 
testing the new equipment and demonstrating its 
accuracy for the benefit of the auditing department. 

After the auditors were satisfied, the double 
checking continued for a while at weekly intervals, 
and is still done at monthly intervals. 
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Remote gaging comes in 
handy when tanker starts 
unload‘ng its 10-million- 
gal. cargo... 


ad aoe 
Eye-level gage on each tank is part of the Varec system 


And for the time being the terminal continues 
to do both manual and instrument gaging at the 
start and finish of tanker pumpoff. 

What it Costs—Combined cost of the Varec re- 
mote-gaging equipment, including installation by a 
local contractor, came to about $38,000. Mobil’s 
operations manager, Charles W. Pease, doesn’t re- 
gard remote-gaging economically feasible for the 
great majority of bulk plants, but for the larger 
terminals pay-out will usually run between five and 
10 years. 

A telemetering system could lead to a far greater 
degree of automation. Once a terminal is equipped, 
it’s not too difficult to transmit the tank signals by 
telephone facilities to a central division point or 
even to a national distribution headquarters. 

F. B. Gill, Vapor Recovery’s New York repre- 
sentative, says that along with remote tank gaging 
you can install remote valve controls and operate 
small bulk plants from a distance, entirely unat- 
tended. 

But to operations and engineering men these 
latest forms of terminal and bulk-plant automation 
are still new. They need a period of trial and study 
to see how they can best fit into oil-marketing 
economics. « 














This new loader combines long 
range with great flexibility and 
economy. Its 11 foot extension 
gives 20 foot range between 
manhole covers. During load- 
ing, assembly remains in tank 
manhole without being held 
down; when loading is com- 
pleted, pre-set spring balance 
carries assembly to any desired 
angle from 10° to vertical. Does 
not require a sliding tube. 


Ber MORTARS ARPS ROO 9 


NEW 
Wheaton Type 682-B 
Spring Balance 
Loading Assembly 


This new loader tops them all in 
range. Its 17 foot extension gives 32 
foot range between manhole covers, 
and does not require a sliding tube. 
Boom holds primary arm, providing 
great strength and flexibility. Em- 
bodies the same single spring balance 
feature as Type 682. , 


& 








Wheaton 
Type 680 
Spring Balance 
Loading 
Assembly 





N 
Wheaton Type 682 
Spring Balance 
Loading Assembly 











An economical, fast-loading 
assembly that is outstanding 
in shockless, flexible, easy 
operation. Single spring 
balance holds the assembly 
in operating position when 
sliding tube is extended. 
When loading is completed, 
sliding tube is collapsed and 
pre-set spring carries the 
assembly to any desired 
angle from 10° to vertical. 


One of these 


Wheaton 


Loaders 


TLL exactly. 
fill your needs 


Wheaton Type 683 
Spring Balance 
Loading 
Assembly 


/ 
This loader has the same features 
and equipment as Type 680, but 
the mounting is inverted. It is 
designed especially for mounting 
directly from overhead tanks or 
overhead piping, and is ideal for 
smaller bulk plants. 











Type 641 Spring Balance 


. ‘ #4 ~ i. on . Oe 
ie 5 eal P; * ie ome ARR MES Gh ys 
J f i ES 








assures great flexibility and balance 


Both the main counterbalance torsion spring and 
the snubber spring are made of the finest selected 
S.A.E. 1065 tempered M.B. spring material, and 
in a recent independent laboratory test this unit 
was subjected to a three week actuation test of 
approximately 18,000 - 120° movements, with no 


adjustments required for loss of spring life. This 
Wheaton feature is one of the most important 
developments in loading equipment—and one of 
the reasons why these precision loaders offer you 
so much more for your equipment dollars. Send 
for Catalog No. 65, which describes the full line. 


Available in brass, aluminum and steel, for petroleum, chemical and petrochemical speci- 
fications. 2", 24", 3” and 4" sizes; Teflon, Viton and all synthetic packings available. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 
Foreign Manufacturers 


Emco Brass Mfg. Co. Lim .vd, Margate, Kent, England * 
Baza S.R.L., Buenos Aires, Argentixa, S.A. * 


Emco Limited, London, Ontario, Canada °* 
Ljungmans, Malmo, Sweden °¢ 


Emco G.M.B.H., Allendorf, Germany 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


3...» Wheaton 


the best by every standard 
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WHAT’S 
NeW 
IN 
EQUIPMENT 





Seal-less pumps 


. .. for inflammable liquids in hazardous 
locations can now be furnished in Un- 
derwriters Laboraiories-approved explo- 
sion-proof construction. For capacities 
up to 100 gpm and heads up to 100 ft. 
Made without mechanical seals, stuffing 
boxes or glands, pumps are claimed to 
be positively leak-proof. Goulds Pumps 
Inc., 125 Black Brook Rd., Seneca Falls, 
N.Y. 


Bronze valves 


... from % to 4 in. and including gate 
valves with “O” ring or conventional 
packing; renewable-disc or standard 
brass-seat globe valves; and a variety of 
check, radiator and circulator valves. 
Catalog No. 60 with price list. American 
Valve Mfg. Co., 22 Bayview Ave., Man- 
hasset, L.1., N.Y. 


Aluminum transport 


is designed with universal tank 
cross-section adaptable to all state re- 
quirements. Landing gear and king pin 
adjustable fore and aft; all-aluminum 
piping and valves; provision for adding 
manifold, cabinets, accessories; two-bolt 
mounting of rear-light group permits 
quick removal for repairs. Tanks stocked 
in three shell lengths and tandem. Stand- 
ard Steel Works Inc., 16th & Howell, 
N. Kansas ‘City, Mo. 





Warehouse pallets 


. of the folding-stacking type, welded 
steel construction. Corner posts are 
raised or lowered in keyhole slots on 
base plate. Absence of cross _ braces 
simplifies storage and permits access 
from any side. Palmer-Shile Co., 16061 
Fullerton, Detroit 27, Mich. 


Truck leveler 


.. . for raising or lowering truck teds to 
dock height is now offered in larger ca- 
pacity. Platform has been increased 
from 14 to 16 ft. and vertical travel 
from 28 in. to three ft. to accommodate 
new highway trailers. Rotary Lift Co., 
1054 Kansas St., Memphis 6, Tenn. 


Self-serve loading 


. is provided by special kev-operated 
remote-reading counters. Drivers insert 
kéy to start pump. Wi.hdrawals register 
on ticket-printing meters at loading spot 
as well as inside plant. Granberg Corp., 
1308 67th St., Oakland 8, Calif. 


4-in. gate valve 


. for tank trucks has an aluminum 
body and bonnet to minimize weight 
and permit greater payload. The new 
OPW 676-FR-4-in. has standard round 
tank-truck flanges, forged bronze discs, 
molded packing. OPW Corp., 2735 Cole- 
rain Ave., Cincinnati 25, Ohio. 


Steel building 


. . . for storage, shop, or multi-purpose 
utility is designed for fast, easy assem- 
bly. The Spartan comes in 12-ft. width 
multiples, and 16-ft. length multiples 
starting at 32 ft. Flexible design permits 
future expansion. Martin Steel Corp., 
Mansfield, Ohio. 


Sealing compound 


. uses a new formula based on Viton. 
Manufacturer claims that O-rings and 
gaskets of SR 279-90 give positive sealing 
against solvents, lubricants, and fuels and 
are especially resistant to swell. Stillman 
Rubber Co., 5811 Marilyn Ave., Culver 
City, Calif. 
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Equipment 


Off-set chuck 


. . is the chief feature of a new version 
of the Black & Decker “Shorty” drill. 
Also said to be 15% lighter and 60% 
more powerful. Redesigned housing gives 
maximum clearance for close-quarter 
work. Black & Decker Mfg. Co., Towson 
4, Md. 


Repair resin 


. . . known as Scotchcast electrical resin 
No. 4 has been developed. It is said to 
be unaffected by gasoline, fuel oil, crude, 
or other hydrocarbons. Pipe leaks are 
repaired by use of hand gun to force 
epoxy fluid between layers of tape, 
through special injection fitting. Resin 
hardens in 30 minutes and cures com- 
pletely in two hours. Dept. WO-335, 
Minnesota Mining and Manufacturing 
Co., 900 Bush Ave., St. Paul 6, Minn. 


Air-sampler 


. weighing less than four pounds has 
been developed by the Du Pont Indus- 
trial Hygiene Lab. New device uses a 
miniature jet engine powered by a Freon- 
12 Power Pac. Maintains constant air 
flow at 0.1 cfm for 90 minutes. Union 
Industrial Equipment Corp., Port Ches- 
ter, N.Y. 
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BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 
Your Pumos |Fa 
1.1K 10% 
TOT 323 


TELLS THE 


TAX 


STORY! 





LARGE SIZE 
10” x 12” 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, | 


NEW YORK 











EDWARD JOY COMPANY 
905 Cenal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
duckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 €. Exchange St., Akron 4, Ohio 
Phone—Jefterson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoln 
Neptune, Huftman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 





SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 








E. O. HABHEGGER CO. 


24th & Faurmount Aves. 
PHILADELPHIA 30, PA. 
Engineering G Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 








SOUTH CAROLINA 


Gasboy' Pues 


For every size consumer- 
commercial account. 
PEE DEE TANK COMPANY, INC. 


P.0. Box 582, Da:lington H ghway 
Florence, South Carolina 








Oil Marketing 


Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 
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Equipment 


Angle check valve 


. of standard 1%4-in. size is offered 
by Universal in a modified version with 
2-in. inlet and outlet openings. In addi- 
tion to the economy of a smaller valve, 
Universal says its Model 410 eliminates 
reducers needed with a standard 1'%-in 
valve. Universal Valve Co., Box 444, 
Elizabeth, NJ. 


Wheel alignment 


. is said to be easier with the use of 
the Hunter L6-S ball-joint suspension 
socket and wrench set. Includes two 
sockets to fit Chrysler ball-joints and 
four wrenches for Ford, Mercury, 
Lincoln, and Rambler ball-joints. Hunter 
Engineering Co., Hunter Ave., and La- 
due Rd., St. Louis 24, Mo. 


Tefion tape 


. . replaces pastes and compounds for 
sealing threaded pipe joints. Joint is com- 
pletely sealed by wrapping tape around 
pipe threads. Supplied in half-inch widths 
in ten standard colors. Samples available 
upon request to Hitemp Wires Inc., 1200 
Shames Drive, Westbury, N.Y. 


Steam-jet cleaner 


. .. is said to be effective as high-pressure 
steam cleaner with or without detergents; 
as a high-pressure hot or cold rinse unit; 
or as a dry-steam cleaner where excessive 
water is objectionable. Steam Generator 
Div., Pantex Mfg. Corp., Box 660, Paw- 
tucket, R.1. 


Mobile Lube Units 


A SPECIAL truck-lubrication service 
is offered by the Truck Lubricating 
Co. Seattle, Wash. Work is done on 
owner’s premises at night or over 
week ends with the aid of a panel 
truck and one-ton van. Each truck is 
equipped with a compressor. grease 
pumps, and hose reels with 80 ft. of 
hose. 


Pipe compound 


. is said to be suitable for use on 
any threaded material at extreme tem 
perature ranges. Will not dry out, deteri- 
oraie, or harden. No. 838 Anti-seize 
Joint Seal is listed by U.L. for LPG, 
gasoline, and petroleum oils. Buckeye 
Tron & Brass Works, Box 883, Dayton 1, 
Ohio. 


Literature ... 





Filler bulletin 


. . . describes the Pfaudler line of grav- 
ity can-fillers. Text and pictures cover 
stainless-steel valve assembly that causes 
product to fan out to side of can and 
bronze lifter-plate assembly used to lift 
cans. The Pfaudler Co., 1115 West Ave., 
Rochester 11, N.Y. 


Hose catalog 


. covers complete line of rubber hose 
for general industrial applications, includ- 
ing hose for most petroleum handling pur- 
poses. Lists gasoline and fuel-oil dispens- 
ing; tank car and tank truck; and barge- 
loading hose. Mercer Rubber Co., Hamil- 
ton Square, NJ. 


Steam-cleaner line 


. presented in new 12-page catalog 
which pictures and describes the three 
Malsbary types: fireless-steam; self-con- 
tained steam; and _hydraulic-pressure 
combination. Also covers tricycle, trailer, 
or stationary mountings. Malsbary Man- 
ufacturing Co., 845 92nd Ave., Oakland 
3, Calif. 


Magnetic flowmeter 


. is described in Rotron catalog sheet 
CM-47. Bulletin discusses what is claimed 
to be a new principle of fluid-flow meas- 
urement by measuring vortex revolutions. 
Rotron Controls Corp., Woodstock, N.Y. 


Submersible pumps 


. .. with capacities up to 115 gpm against 
heads to 31 ft. are described in a 4-page 
bulletin, M-60. Bulletin tells how pump 
works when mounted in any position in 
lines up to 2 in. The Corely Co., 685 
Myrtle Ave., Boonton, NJ. 


Blending bulletin 


. gives engineering data including 
sizes, capacities, and operating character- 
istics of Proportioneers Treet-O-Control 
flow-responsive equipment for liquid-feed 
systems. Ref. No. 1400.20-1, B-I-F Indus- 
tries, Box 1342, Providence 1, R.1. 


Submerged systems 


. . . for gasoline pumping units and dis- 
pensers for, service, stations are presented 
in a new, Bennett,catalog. Cutaway draw- 
ings in, color illustrate key operating fea- 
tures,, Advertising Dept., John Wood Co., 
Bennett Pump Div.,,.Muskegon, Mich. 
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NEWS FOR SERVICE STATIONS! 
A LIFT THAT WILL HANDLE ALL OF THE 1961 CARS 


WEAVER Win post ur 


men 
ft? 


Fore-and-aft adjustment to any wheel- 
base with movable front post. 






































Side-to-side adjustment flexibility with 
sliding front and rear saddle adapters. 














No rails in the way... every under- 
chassis point readily accessible, re- 
gardiess of car design or construction. 





With a Weaver Twin Post Lift there’s no lifting problem with any THE ANSWER FOR 

of the new 1961 cars . . . full size or compact, regardless of type of “QUICK SERVICE” 
construction or suspension. The movable front post permits adjust- A Weaver Twin Post Lift lets mechanics 
ment to any wheelbase in a few seconds. Adjustable front and rear — ier nent eee 
adapters are available for proper lifting contact on any car regard- ee Se 
less of design. Universal Rear Wheel Adapters make it possible to p 
handle cars with rear engine installation or unconventional sus- ‘ 
pension with ease. Your best buy for fast and efficient handling of 
1961 cars—and older cars as well—is a Weaver Twin Post Lift . . . © Wied SRidewsth Neon 
THE LIFT THAT WILL LIFT ANY CAR! Write today for Bul- portable Weaver Twin Post Lift 
letin NPN-457 covering Weaver Twin Post and Single Post Lifts. pao, Sem. 


Lubrication and oil changes 
Wheel and tire removal 


® Brake adjustment and repairs 











WEAVER MANUFACTURING DIVISION » DURA CORPORATION 
Springfield, Ili., U.S.A. 


yw AVER A COMPLETE LINE—AND NO ONE BUILDS {tT BETTER THAN WEAVER 
—E DG |.. SERVICE SHOP E 





Cee eesceecesceees eecceeee Seeereececees 








OVER 50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 

Complete Weaver line includes: Twin Post* Lifts @ Triple Post Lifts* e Frame Type, Roll-On and Free-Wheel Single Post Lifts 

Unit Lifts @ Bumper Jacks @ Car Washers @ Wheel Alignment Equipment @ Headlight Testers © Brake Tester 
Wheel Balancing Equipment @ Jacks @ Wheel Dollies © and Air Compressors (*Registered Trademarks) 
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Hannay Reels Speed Lubrication 


To speed ground servicing of the 
world’s commercial aircraft fleets, air- 
lines and major oil companies rely on 
mobile lube trucks equipped with 
Hannay reels. They know from ex- 
perience that Hannay reels are de- 
signed for long, dependable service 
in delivering every type of fuel and 
lubricant for every type of aircraft. 
Write for the new brochure on 
Hannay reels for aircraft fueling and 
servicing. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO 6, N. Y. 


Equipment Suppliers . . . 





General Electric reports substantial 
price cuts in its 400-watt clear, color- 
improved, and white mercury lamps. At 
the same time, GE is introducing a 
series of improved features in most 
other 100 to 1,000-watt mercury lamps 
which it says will result in 12,000 hours 
of useful life, or a 50 to 100% increase. 


Walworth Co. has formed a new Lu- 
bricated Plug Valve Division with sales 
and service headquarters at 3517 Polk 
Ave., Houston 23, Texas. Valves will be 
manufactured in Walworth’s two-year 
old plant in E. St. Louis, Ill. 

¥ 


Dashew Business Machines Inc. of 
Los Angeles has established a service 
bureau in Chicago to handle embossing 
and ink-tipping of credit cards. 


« 

Oil Equipment Manufacturing Co., has 
completed a large extension to its plant 
in Louisville, Ky. New quarters have 
also been provided in a two-story air- 
conditioned building. 


. 

Riverview Supply Co., Cape Girar- 
deau, Mo., has been appointed as meter 
sales representative for the Ralph N. 
Brodie Co., San Leandro, Calif. River- 
view Supply is headed by Al Under- 
wood, president. 

e 


Equipment People . . . 








AGAIN IN 1960... 


building more and greater 
outdoor signs for America’s 
leading marketers egg) 


pleastsi—lime inc. 


Knoxville "2 9% 5, Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 





Johnson 


R. E. Higginbotham, formerly sales 
manager of Tokheim’s Jacksonville, Fla. 
district, is now sales manager at Atlanta, 
Ga. He replaces Jack Patterson, who has 
been transferred to Houston. Higginbot- 
ham has been with Tokheim since 1949 
when he served as assistant sales man- 
ager of the National Pump Div. He is 
succeeded at Jacksonville by W. Frank 
Johnson who was formerly assistant sales 
manager at Atlanta. Johnson served as a 
special sales representative of the gen- 
eral products division before going to 
Atlanta. He has been with Tokheim 
since his graduation from Georgia Insti- 
tute of Technology early in 1956. 

oy 


The reorganized sales department of 
Weaver Manufacturing Div. of Dura 
Corp. includes five regional sales man- 
agers reporting to Ruel Logan, vice 
president in charge of sales. 
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S HERE IS HEATING 
Speeil; 
“Lea 
FOR 


SERVICE 
STATIONS 





The LENNOX OS6 Stowaway is not a converted 
residential furnace. It was developed to do a heavy- 
duty gas or oil heating job from an out-of-the-way 
ceiling location. Everything about this rugged unit, 
including oil and gas burners, is Lennox-engineered 
and built for compactness, thrift and durability. It is 
U. L. listed for installation close to combustible materi- 
als; flue can be connected on either side; controls are 
factory installed in the cabinet at the right locations 
for proper functioning; all internal service areas are 
easily reached. 


Single-source NATIONAL ACCOUNT 
service and equipment... 


anywhere in North America 


Whether you are planning service station heating for 
one location or hundreds, call your nearby LENNOX 
office for complete information about Lennox heating 
and cooling equipment and service. Or, write Lennox 
Industries Inc., 106 S. 12th Ave., Marshalltown, lowa. 


Double-Duty Combustion Chamber 
adds extra economy and years of service 


The heavy stainless steel combustion chamber creates 
a perfect environment for clean combustion and adds 
important extra heating surface to the furnace body. 
Result: best heat transfer with fuel savings. Because 
it is not “buried” within the heat exchanger, this 
combustion chamber is not subject to overheating 
which causes warping and burnout in “‘buried”’ stain- 
less steel combustion chambers. It cools quickly when 
the burner shuts off . . . this helps prevent oil “‘baking”’ 
on the nozzle with resultant service calls when oil is 
the fuel. Maintenance is low; life long. 


Stainless steel 
“Double Duty” 
combustion 
chamber 


Secondary heating surface 


World leader in 
indoor comfort for 
homes, business, 


schools and industry 


HEATING AND A/IR CONDITIONIN 


©1960 Lennox industries inc., founded 1895; Marshalitown and Des Moines, la.; Syracuse, N. Y.; Columbus, O.; 
Decatur, Ga.; Ft. Worth; Los Angeles; Sait Lake City. In Canada: Toronto, Montreal, Calgary, Vancouver, Winnipeg. 
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SAYS “ (STOP) HERE... 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top_<qam 
for Auxiliar 7 
Lighting a 


Weight of Luminaire is Rigidly Sup- 
ported by Sturdy Load Bearing Single Mode 
Hub Supports. 


ae ll 


Double Model a 

No. 1712 | uf ye 

Li a) = 

VAS ¥ 
Each Arm == 


Individually q 


Wireway Access 
Adjustable 


Door for Easier Wiring 


“SEN Ie 


andes 


: 
: 


FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


e Do make sales... because they 
focus customer attention on 


your station and create traffic. 


e Do give more light... because 
Compco engineered luminaire 


design offers more powerful and 


better light over wider areas. 


m° Do offer maximum versatility 


and economy. Can be used for 
island, perimeter and approach 


lighting. 


CORPORATION 
1800 N. Spaulding + Chicago 47, Illinois 





Equipment 


The new sales executives and their 
territories are: Henry P. Lange, East- 
ern region; Thomas L. Wheeler, South- 
western region; Warren L. Smith, Cen- 
tral region; Ray F. Lane, Midwestern 
region, and M. H. Austin, Western re- 
gion. 

All five are long time members of the 
Weaver field organization. Lange was 
most recently in charge of national ac- 
counts; Wheeler, Lane and Austin were 
district sales managers; Smith was sales 
representative in E. Hartford, Conn. 

e 


Hoffman 


G. A. Hoffman has been named vice 
president for sales of the Walworth Co. 
He was formerly assistant vice president 
in charge of Metropolitan Division sales. 
At various times over the past 27 years 
he was manager of the Philadelphia, De- 
troit, and Kansas City sales areas. 

Clyde W. Cook has been named vice 
president for sales of Walworth’s newly- 
formed lubricated Plug Valve Division. 
He was formerly western division sales 
manager of Grove Valve and Regulator 
Co., now a Walworth subsidiary. 

) 


Philip D. Mc- 

Manus has been 

named general 

manager of A. O. 

Smith’s Smith- 

Erie division at 

Erie, Pa. He suc- 

ceeds Harry G. 

Smith who now 

serves aS a con- 

sultant, pending 

F retirement. Mc- 

Manus joined 

sane A. O. Smith in 

1947 as assistant controller, coming 

from a post as controller of a Chicago 

Coal Co. He became controller of A. O. 

Smith in 1952. 

cy 


I. C. Dimmick has been named di- 
rect factory representative of Morrison 
Brothers Co. for the state of Florida. 
Since 1953 he has been contacting oil 
equipment distributors in Georgia, Flor- 
ida, and Tennessee. 


s 
Ray V. Long, former vice president of 
Vapor Recovery Systems Co., Compton, 
Calif., has been elected president and 
general manager. He assumes the va- 
cancy created by the death of his father, 
Frank V. Long Sr. 
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This hose can’t be crushed, 
always springs back into shape 


Flexible B.F.Goodrich hose often outlasts ordinary hose 2 to 1 


HAT light, flexible B.F.Goodrich 

hose won't crush or flatten out 
even after being run over or squeezed 
against the island. It immediately 
springs back to its full round shape, 
doesn’t have to be pounded back into 
shape. Because of its flexibility this 
hose outlasts ordinary hose, often as 
much as 2 to 1. 

This pump hose, called 72-A, is 
especially designed for retractable 
cable-type pumps. Internal spring 
guards at both ends of the hose pre- 
vent kinking in the coupling area. 

Its thick, tough cover is built for 


rough use. Scraping over concrete or 
pulling around sharp corners won't 
hurt it. It can stand in gasoline, oil or 
grease without damage. There is no 
danger of cracking or checking from hot 
sunlight. The smooth, black surface is 
easy to clean, does not mar car finishes. 
A special rubber compound makes 
this hose completely gasoline-proof, 
eliminates swelling and flaking. Flexi- 
ble, stranded wire built into the hose 
and fastened to the couplings serves as 
a static ground. The hose comes with 
one-time or reattachable couplings. 
All these improvements add up to 
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a better pump hose for faster service, 
lower operating costs. B.F.Goodrich 
has made similar improvements in oil 
hose, tank hose, barge loading hose and 
fittings. Let your local B.F.Goodrich 
Fee i tell you about them. B.F. 
Goodrich Industrial Products Company, 
Dept. M-931, Akron 18, Obio. 


B.EGoodrich 


GAS PUMP HOSE 
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BIG 5” SCREEN allows viewing from a distance—shows firing events in brightest light, indoors or out. 


FREES THE HANDS! No squinting, no aiming, no BOTH YOU AND YOUR CUSTOMERS CAN LOOK! 
fooling around. No peeking required either! You can view The screen is that big! You fan discuss ignition perform- 
the big screen from a distance. Place the Autolite Scope ance and economy while a customer sees for himself where 
on a fender or bench and watch it while you work! the pattern indicates a malfunction. 
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HERE NOW... 


AUTOLITE 
“BIG SCREEN” 
SPARK PLUG 


Checks and indicates defects throughout 
ignition system without removing plugs! 


Quick and easy to use, dependably accurate, this highly 

advanced Autolite Big Screen Spark Plug Scope reveals the 

toughest ignition problem without removing-the plugs. 

You can give your customer a complete ignition analysis in just 

seconds. You can show him the trouble right on big easy-to-see REVEALS lead fouling, oil and gas 
5” screen. And during the tune-up, you can check your progress fouling, electrode wear, cracked insu- 
while you work, insuring top accuracy and guaranteed cus- lators—all spark plug conditions! 
tomer satisfaction. 

More than just another ‘plug scope,’ this revolutionary time- 

saver from Autolite gives you the complete story on plugs, Coils, 

contacts, reverse polarity. In short, all ignition conditions. 

For speed, accuracy, and on-the-job convenience, plus the 

exclusive advantage of no-squint big screen viewing, check out 

the new Autolite ‘Big Screen’’ Spark Plug Scope today. .Call 

your Autolite Spark Plug Wholesaler. 


REVEALS defective coil and contacts, 
THE ELECTRIC AUTOLITE COMPANY, TOLEDO 1, OHIO reverse polarity, all ignition conditions. 


® AUTOLITE srare riucs 


PERFORMANCE PROVED IN COMPETITION FOR ALL CARS 
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Five Models with Capacities 


to 260 GPM 


There are big economies and operating 
advantages of underground bulk stor- 
age. Combined with the low installa- 
tion and maintenance costs of Red 
Jacket ‘“‘BIG-FLO” Submersible Pe- 
troleum Pumps, they give you big 
overall savings for bulk plant instal- 
lations. You save installation costs, 
since Red Jacket ‘‘BIG-FLO”’ Pumps 
eliminate such equipment as foot or 
check valves, and suction piping and 
fittings to bottom of tank. Gate valve 
on pump discharge and concrete base 
for pump and motor are not required 
either. “‘BIG-FLO” pumps save main- 
tenance costs, too. They are lubricated 
by the petroleum product pumped, 
and direct drive eliminates wear on 
drive connection parts. These advan- 


Planning Bulk Plant Installations? 


<2: QU G FAG 


& 
NW REO OrKEY _/ 
petroleum 


pumping 
equipment 


tages, together with out-of-the-way and 
out-of-the-weather location, lack of vi- 
bration and vapor lock, make them 
virtually trouble-free. 

Five models of Red Jacket “‘BIG- 
FLO” Submersible Petroleum Pumps 
include models from one through five 
horsepower with capacities to 260 gal- 
lons per minute, total heads to 110 
feet. All models are listed by Under- 
writers’ Laboratories, Inc. 

These pumps include the advanced 
engineering features of Red Jacket 
‘**Extracta”” pumps that pioneered ex- 
tractible submersible remote pumps for 
service stations. For complete infor- 
mation about Red Jacket ‘‘ BIG-FLO”’ 
Pumps, contact your nearest repre- 
sentative or write us direct. 


Contact yeur nearest RED JACKET REPRESENTATIVE for complete information — : 


Chicago 5, Il!., A. L. Sobey, 624 So. Michigan Ave. * Dallas 31, Texas, R. M. Mac" Crowder, 6811 Colfax Drive « Detroit 27, Mich., Robert B. Cox, 12133 Coyle Ave, 
Hamilton, Ohio, C. E. “Red"’ Weaver, 4223 Cincinnati-Brookville Road ¢ Ind! lis 5, Ind., Gardner Udell, 3820 College Avenue e Kansas City, Mo., R. L 
Faubion, Sr., 2525 S. W. Boulevard « Los Angeles, Cal., A. R. Sedgebeer, 2707 So. Hill Street « Minneapolis, Minn., E. “Al"' Zahi, 1516 So. 5th Street e New Orleans 
17, La., Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294 « New York 36, N. Y., Henry D. Fairlie, 15 West 44th Street ¢ Phoenix, Ariz., Lee Vaughan, 3111 N. 34th 
Place « Pittsburgh 32, Penn., John F. Young, 235-37 Spahr Street « Portiand, Ore., George Mathews, 325 N. E. 20th Avenue e San Francisco 3, Cal., R. E. Sander- 
son, 221 11th Street e Seattle, Wash., Tom Baumgartner, 2927 First Avenue * Spokane, Wash., Don Buster, North 210 Helena Street 








RED JACKET Manufacturing Company 


Petroleum Equipment Division « Box 270 e Davenport, lowa 
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WHAT’S 
NEW 
IN 
TBA 





Small-engine display 


. . . is designed to help dealers get a 
bigger share of the marine and mower 
spark plug market by making plugs an 
impulse item. Display includes plugs, 
plug wrenches, and a booklet on engine 
care. AC Spark Plug Div. General Mo- 
tors Corp., Flint 2, Mich. 


Battery tester 


. . called the Climate-Eye is hydrom- 
eter with a dial-regulated temperature- 
compensating chart. A turn of the dial 
gives a direct reading of battery condi- 
tion relative to accepted standards of 
good, fair and recharge condition. Elec- 
tric Autolite Co., Toledo 1, Ohio 


Firestone first-line 


. . . Original-equipment tires have a tread 
molded in one piece rather than split 
down the center as in traditional two- 
piece molds. Wider, flatter tread has twice 
the skid resistors as the tread of the 
former De Luxe Champion. Firestone 
Tire & Rubber Co., Akron 17, Ohio. 


New radiator hose 


. - « under the Redi-Curv trade name, 
is said to be the first flexible hose for 
passenger-car use reinforced with rayon 
tire cord. Permanent bond between a 
new Butyl rubber compound and steel 
spring prevents corrosion. Thermoid 
Rubber Div. H. K. Porter Co. Inc., 
Porter Bidg., Pittsburgh 19, Pa. 


Brake-lining blocks 


... for commercial vehicles with straight 
air, vacuum, electric, or other mechani- 
cal cam-type brakes are listed in a new 
48-page catalog. Simplified reference 
quickly shows basic models, any options 
or variations, plus all brake sizes. Wag- 
ner Electric Corp., 6400 Plymouth Ave., 
St. Louis 14, Mo. 


 nm=z—— 


Tire merchandiser 


. . . for outdoor storage and display of 
100 tires features fast erection and modu- 
lar design. Additional 25-tire sections 
can be added as desired. Doors fold 
completely out of the way. Signs give 
three-dimensional effect. J. V. Patten 
Co., Sycamore, Ill. 


Spray de-icer 


. . . added to the Prestone line is said to 
have an unusually strong propellant that 
permits accurate spraying of the wind- 
shield from a distance of three to four 
feet at temperatures below zero. Sixteen- 
ounce spray can has a suggested selling 
price of $1.95. Union Carbide Consumer 
Products Co., New York 17, N. Y. 


Windshield spray 


. is said to remove ice without leaving 
a film. Packaged in a 10-ounce aerosol 
can, product will get heavy promotion 
by Firestone under trade name of “Free 
O” Ice.” Firestone Tire & Rubber Co., 
1200 Firestone Pkwy., Akron 17, Ohio. 


Crankcase ventilator 


. » . now on the resale market is a com- 
bination of valves and tubing said to 
return unburned hydrocarbons to the en- 
gine combustion process. Manufacturer 
offers assemblies for most cars and 
trucks at list prices from $5 to $20. AC 
Spark Plug Div., General Motors, Flint 
2, Mich. 
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Tires—Batteries—Accessories 





Plug scope 

. of a larger, more comprehensive 
size than those introduced for quick 
spark-plug testing, is said to provide a 
complete, detailed ignition pattern. 
Scope is powered by the car battery, 
either 6 or 12 volt. Electric Autolite Co., 
Toledo 1, Ohio. 


Boat lights 


. . . consisting of the new Eveready No. 
300 Bow Lite and the No. 301 Stern Lite 
comply with the Coast Guard specifica- 
tion for a red and green bow light and a 
white stern light on all boats underway 
between sunset and sunrise. In polyeth- 
ylene bags complete with mounting 
brackets. Suggested retail price for the 
No. 300, $2.98; for the No. 301, $2.29. 
Union Carbide Consumer Products Co., 
270 Park Ave., New York 17, N. Y. 


TBA Literature... 





Sales brochure 


. « . is devoted to the use of advertising 
specialties to increase sales by service- 
station operators. Brochure also lists 
many types of suitable specialties. Write 
for Specialty Brochure, Spark Plug Div., 
Electric Autolite Co., Toledo 1, Ohio. 


Instrument bulletin 


. . « No. 302 describes and gives prices 
on a group of new accessories for the 
Lincoln _ignition-testing instruments. 
New products include remote engine 
control switch, two timing lights and 
vinyl fender covers. Lincoln Engineering 
Co., St. Louis 20, Mo. 


Chassis diagrams 


. . of 1961 cars are being offered for 
publication in oil-company house organs 
as soon as approved by car manufac- 
turers. Diagrams locate lifting points, 
lube fittings; give crankcase and cooling- 
system capacities. The Chek-Chart 
Corp., 33 E. Congress Parkway, Chicago 
5, tl. 


Filter catalog 


. . . is a master listing of oil, air, and 
fuel filters. Contains 116 pages of infor- 
mation in three sections: cross reference 
by filter make and model; specifications 
by equipment make and model; and 
specifications by part numbers. Wix 
Corp., Gastonia, N. C. 
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something 
new 


has been 


“FUEL ADDITIVE 


& 


a 


TRETOLITE INTRODUCES A 
FUEL ADDITIVE THAT GIVES 
POSITIVE STORAGE STA- 
BILITY...ATA SUBSTANTIAL 
PRICE ADVANTAGE. 


Five years of Tretolite laboratory 
tests and two years of commercial 
testing have proved the superiority 
of ToLap* Fuel Additive for stabi- 
lizing diesel and fuel oils in storage. 
Wherever it has been used, ToLap 
has effectively and economically 
reduced sludging and maintained 
color stability. Toran; being pri- 
marily an inhibitor, minimizes the 
formation of insoluble residue and 
emulsification, thereby preventing 
sludging resulting from poor water 
tolerance. This means greater mar- 
ket acceptability, fewer consumer 
complaints about fouled burner tips 
and plugged filters. ToLap also 
effectively prevents fouling in diesel 
engine fuel injection systems. 

TotaD Fuel Additives are avail- 
able in various ashless formulas— 
with or without metal deactivator, 
as inhibitors or inhibitor-dispers- 
ants. Tretolite laboratories will test 
your fuel and recommend the cor- 
rect ToLap Fuel Additive formula 
for your needs. Call or write for 
the complete Totap story. 


* Registered trademark, Petrolite Corporation 


FA-60-6 


PHTROLITE 


CORPORATION 


o DIVISIONS 
. 369 Marshall Avenue, Saint Louis 19, Mi 


= 
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Offices and Representatives in 
CANADA « ENGLAND ¢ VENEZUELA » BRAZIL 


COLOMBIA « GERMANY « ITALY » JAPAN « KUWAIT 
MEXICO « NETHERLANDS ¢ PERU « TRINIDAD 
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Tires—Batteries—Accessories 


TBA Suppliers .. . 








Purolator Automotive Research Bu- 
reau is offering television stations a se- 
ries of 13 television shows on the subject 
of “Car Clinic for Women.” Shows run 
under 15 minutes and are written so that 
stations can use whatever portion they 
desire. 


a 

Sun Oil Co. has provided dealers with 
a small card for car owners to hang on 
the garage wall. In big blue letters on a 
yellow background is the headline “Car 
Won't Start?” with a space below for 
imprinting the dealer’s telephone number. 

Sun reminds dealers that many emer- 
gency calls result in battery sales and 
urges dealers to take along a new bat- 
tery and booster cables or perhaps a new 
Sunoco Auto-Start Kit. 


United Motors Service is offering as 
nominal-price premiums with orders for 
Harrison thermostats, a kit assortment 
of water-outlet gaskets and a new hose- 
clamp tool. The tool has a flexible shaft 
for getting around obstructions to reach 
and expand the hose clamp, leaving both 
hands free for removal of hose. 

. 

Electric Autolite is distributing a new 
children’s game devised by A. C. Gilbert 
Co. and called “The Autolite Spark Plug 
Stock Car Racing Game.” Game goes 
along with combination spark-plug pro- 
motion package. 

a 

Current issue of “Hoods Up” in the 
series of training booklets prepared by 
Stewart A. Washburn & Co., is devoted 
to testing and selling batteries on the 
drive. In addition to illustrations of bat- 
tery testing, the booklet gets across a few 
simple facts about battery capacity. 


e 

Fram Corp. is in the midst of an ex- 
tensive and elaborate dealer premium 
program that runs the rest of the year. 
Called the Million-Dollar Giveaway, 
distribution of a long list of merchandise 
prizes is by means of gift certificates, 
two of which go with every order for 
24 Fram filters. 


e 
AC Spark Plug is offering to dealers 
a free premium in the form of an all- 
metal storage cabinet with the purchase 
of 29 radiator caps and 14 gasoline tank 
caps. Cabinet has a special compartment 
for a cap tester or hydrometer. 
» 


Pure Oil Co. is now furnishing a small 
hydrometer with each of its new Power- 
amic line of batteries. The hydrometer 
is permanently mounted on one of the 
fill caps where it is always available for 
testing the battery. Pure is promoting 
the device as a battery “dip-stik” to re- 
mind dealers of its purpose. 

o> 


TBA People 


M. H. Garrett 
is TBA coordina- 
tor at Union Oil. 
While the title is 
unique, his func- 
tions are similar 
to those of a TBA 
manager in any 
company that 
markets TBA on 
the commission- 
override plan. He 
was formerly di- 

Garrett vision operations 
manager at Pasadena, Garrett is cur- 
rently chairman of the West Coast Sec- 
tion of the Oil Industry TBA Group. 

* 


Michael L. Purcell is manager of the 
new branch office and warehouse of Lee 
Rubber & Tire Corp. in St. Louis, lo- 
cated at 6800 N. Broadway. Purcell was 
formerly manager of the Goodyear store 
in Denver. He will direct Lee sales rep- 
resentatives covering the eastern coun- 
ties of Missouri and the southern coun- 
ties of Illinois, 

e 

Norman K. Anderson is the new vice 
president in charge of marketing for 
Allen Electric and Equipment Co. For 
the past 13 years he held a similar post 
with Warner Electric Brake and Clutch 
Co. 


@ 

Roberf L. Huber has been named 

manager of national accounts for the 

Prest-O-Lite battery division of Electric 

Autolite Co. He was New York district 
manager for Prest-O-Lite since 1954. 

& 

Rese Paul R. Smith 

aS now heads an ex- 

panded antifreeze 

sales organiza- 

tion for Houston 

Chemical Corp. 

He came along 

from Commercial 

Solvents when 

Houston recently 

acquired that 

company’s __anti- 

Smith freeze business. 

T. A. Young is 

manager of Peak and Nor’Way sales; 

A. B. Swearingen is manager of private- 

label sales; and the following are region- 

al sales managers: B. ID. Durkin, N. 

Syracuse, N.Y.; G. B. Dace, Jefferson- 

vile, Ind.; K. E. Mansfield, Kansas 

City, Mo. 
e 
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MASTER-CRAFTED BY 


The 9,500-gal. tank unit pictured here hauls 


capacity loads of aviation fuel 24 hours a day 
O) RUG 13! in the New Orleans area. It handles excellently 


on highways and is a beautiful eye-catcher,too! 
SINCE 1893 


Columbian is old in experience, yet modern in having the latest, most 
efficient aluminum fabricating techniques... big in facilities, skills 
and craftsmanship, yet small enough to provide the most careful, 
personal service for your specific requirements. 


Let us know your specifications and the states in which you'll 
operate. Let us show you the sleek, serviceable result of combining the 
advantages of aluminum with all the advantages of Columbian 
Master-Crafting in fabrication, design and engineering. 


TANKS OF STEEL...STAINLESS...ALUMINUM 


MASTER-CRAFTED BY COLUMBIAN SINCE 1893 


Write us for complete Columbian Truck Tank literature 


=, 
Oval or, nd... OLUMBIAN makes both! 


COLUMBIAN STEEL TANK COMPANY (22.2:570°: 


Kansas City, Mo. 


ALUMINUM, Master-Crafted by Columbian... First in Strength per Pound 














NOTHING LESS than Autocar can 
match Autocar’s ability on a ton- 
mile-dollar basis. The bigger the 
loads, the greater this truth. 





————— 
7-NO KO ler: ba 


‘World's Finest” 








Repeat bonus...every Autocar trip! 


Every turn-around, this Autocar 
hauls an extra 700 gallons of pay- 
load practically free. Earning capac- 
ity is increased because tractor 
weight is decreased—by a good 25%. 

Autocar engineers designed the 
“A” models to cut chassis weight— 
but not performance. No brute 


strength was yielded. No stamina 
sacrificed. No compromise was made 
in quality. And another important 
Autocar bonus is present in every 
model—each is fully custom-engi- 
neered for its particular job. 
Records prove that Autocars help 
increase profit margins for their own- 


—— 


utocar 
ae 











ers. The extra investment in an 
Autocar results in extra profit—high 
performance—low maintenance. 
Buy less if you can afford it . . . but 
when every dollar counts, give your- 
self the advantages of the ‘“‘World’s 
Finest”. White-Autocar comprehen- 
sive service throughout the U.S.A. 


a 
Division of 


The White Motor Company 
Exton, Pa. 





ALL THIS FOR JUST *170°° 


Parts, testing equipment, step-by-step tune-up manual, merchandising 


EXCLUSIVE 
HOW-TO-DO-IT MANUAL 





IMPORTANT 
SERVICE INFORMATION 





SALES-BUILDING 
TUNE-UP MERCHANDISERS 


ALL THIS puts you in the ignition business IMMEDIATELY! 


Look to NIEHOFF! NIEHOFF and on/y NIEHOFF has both 
ignition parts and testing equipment required to serv- 
ice the ignition needs of your customers. NIEHOFF’S 
exclusive tune-up packages are basic... they contain 
all you need for ignition tune-up jobs. 

What’s really big news about this NIEHOFF exclusive 
is the price! The NIEHOFF MINOR (shown above) for 
just $170.65* includes point sets, condensers, rotors 
and distributor caps—all in a compact stock cabinet 
—plus all this equipment: ‘Vacuum Gauge, Dwell 
Meter, Compression Gauge, Distributor Wrench, 
Point Gap Setter, Timing Light and Remote Control 
Switch. You get a FREE GIFT PACK of top-selling point 
sets, too, that more than cover the cost of the cabinet. 

Add to this the industry’s simplest HOW-TO-DO-IT 
manual—aBC OF MOTOR TUNE-UP—which details pro- 


cedures from beginning to end, with easy-to-follow 
illustrations. A battery of big, bright merchandising 
pieces—banners, posters, decals, signs, charts, man- 
uals, catalogs and bulletins—all help you become a 
leader in tune-ups. 

Equip now! NIEHOFF has everything you need to 
cash in on the 8 out of 10 vehicles requiring ignition 
work. Get full details from your NIEHOFF jobber or 
write NIEHOFF today! 


*Price subject to change without notice. 


NIEROFF 


AUTOMOTIVE PRODUCTS 


Cc. E. NIEHOFF & CO. °* 4925 W. Lawrence Ave., Chicago 30, Ill. Branch: 1330 Olympic Blvd., Los Angeles 15, Calif, 


Ignition parts for cars, trucks, tractors, industrial equipment, small engines, foreign cars ¢ Ignition Testing Equipment ¢ Hydraulic Brake Parts 





A HELPING 
HAND FROM 
HARRISON! 


HELP YOURSELF TO MORE THERMOSTAT BUSINESS 
AND PROFITS WITH THIS NEW HARRISON PROGRAM! 


Here’s how Harrison can give you a helping hand with your thermostat sales. 
This sales incentive program will open new doors, new orders for you. 

First, it’s a complete plan. It includes a brand new counter display .. . a 
complete catalog for ready reference . . . an application folder with model, type 
and price information—PLUS two valuable premiums to help your customers 
save time and make more profits. Only THREE high or low range thermostat 
models are needed to service 99% of all 1955 through 1960 cars. THREE 
additional high or low range models cover 95% of all cars on the road. Gei set 
for bigger and better thermostat business . . . get your special Harrison 
thermostat promotion material out to your customers right away! 


SPEEDS UP SERVICE! 

This exclusive Harrison Helping Hand expands and holds 
spring-type clamps . . . fits all automotive radiator hoses. 
You can sell this new Spring Clamp Tool to your customers 





GENERAL MOTORS 


3136185 


ISSO vose 


HARRISON RADIATOR DIVISION 
LOCKPORT. NEW YORK 








ADD EXTRA PROFIT! 


lt pays to install new gaskets with every thermostat 
job. Your customers get this 115-piece Gasket Assort- 
ment for only $1.55 when they buy any 12 Harrison 
thermostats. THEY GET BOTH PREMIUMS WHEN 
THEY BUY ANY 24 HARRISON THERMOSTATS. 


3137966 —_ 


190 DEGREES 








CALL YOUR UMS ZONE OFFICE 


G ete 
Ary, 
ee ae 


AUTOMOTIVE RADIATORS + Ol COOLERS + THERMOSTATS » AIR CONDITIONERS + HEATERS « DEFROSTERS 


HARRISON RADIATOR DIVISION, GENERAL MOTORS CORPORATION, LOCKPORT, NEW YORK 
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WHAT’S 
NEW 
IN 
PREMIUMS 





BIRD FEEDER comes in a kit that includes 
the plastic feeder, a record of 26 bird 
calls, a set of bird flash cards, and a 
supply of bird food. Price for the kit is 
$1.50 ordered in bulk. The feeder can 
be ordered separately at 80¢. Dowst Man- 
ufacturing Co., 600 N. Pulaski Road, 
Chicago 24, Ill. 


COLORFUL TUMBLERS are made of lasting 
polyethylene. Five solid or silver-glitter 
colors are available in 6- and 9-oz. sizes. 
Solid colors are available for the 14-oz. 
size. Ordered in bulk, the 9-oz. sizes are 
priced at 60¢ per dozen. Henry Hoffman 
Associates, 1133 Broadway, New York 
10, N.Y. 


ANTIFOG CLOTH is chemically treated 
to keep windshields from misting. The 
“shiners” give a quick touch-up shine to 
shoes. The cloth is priced as low as $25 
per 1,000. Shiners can be purchased at 
$6 per thousand in bulk. Cadie Corp., 
603 W. 130 St., New York 27, N.Y. 














PERSONALIZED Gift for customer is this 
metal nameplate for the dashboard of 
a car. It reads, “This car made espe- 
cially for ” Back is adhesive. 
Price is 60¢ apiece, complete with im- 
printed name. E. Joseph Cossman and 
Co., 7039 Sunset Blvd., Hollywood 28, 
Calif. 


KEY HOLDERS come in a variety of styles. 
Shown are key chain with coin holder 
and parking meter timer (45¢), auto- 
mobile crest chain (10¢), rhinestone 
dice chain (50¢), script initial chain 
(12%¢). All prices are for bulk orders. 
Bobrow Industries, 814 Broadway, New 
York 3, N.Y. 
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Premiums 


POSTAL SCALE of transparent plastic 
measures both regular and airmail. Mod- 
el shown above—with imprinted stamp 
box—is priced at 214%¢ in quantities of 
1,000. Price without stamp box is 5%4¢ 
in 1,000 order. Quality Associates Inc., 
19 West 44th St.. New York 36, N.Y. 


RAINPROOF COVERALL has a strong ap- 
peal for hunters and fishermen. The gar- 
ment has a zipper and belt and folds 
into a compact 14-0z. packet. Material 
is heavy-duty vinyl. Cost is $32.10 per 
dozen but varies on large orders. Double 
Jay Manufacturing Co., 332 West 9th 
St., Kansas City 6, Mo. 


LOLLIPOPS are a steady draw for the 
small fry. Prices depend on the size of 
the order but those shown above are 
priced at $7.50 for a case of 1,800. 
They have safety paper sticks and are 
individually wrapped. G. S. Dowdy 
Candy Co., 2940 35th Ave., N., Birming- 
ham 7, Ala. 


165 





Go Weaver all the way! 


SERVICE MORE CARS PER DAY— 
GET MAXIMUM EQUIPMENT LIFE 


A Weaver-equipped shop is a profitable shop! Every 
item in the Complete Line of Weaver Service Shop 
Equipment is designed to make your job easier, and 
your mechanics more productive. You are sure of de- 
pendability, long service life, maximum anti-obsoles- 
cence. And, Weaver service-trained. representatives 
show you how to get the most from your equipment. 


TWIN POST LIFTS 





WHEEL ALIGNMENT 








UNIT LIFTS 


EQUIPMENT 





WHEEL BALANCING 
EQUIPMENT 


FLOOR, HAND 
& SPECIAL JACKS 





HYDRAULIC & AIR 
BUMPER JACKS 


WHEEL DOLLIES 











HEADLIGHT TESTERS SAFETY LANE® 








CAR WASHERS AIR COMPRESSORS 


Ask your jobber for details. 
WEAVER MANUFACTURING DIVISION * DURA CORPORATION 
Springfield, Ill., U.S.A. 
A COMPLETE LINE—AND NO ONE BUILDS IT BETTER THAN WEAVER 
SERVICE SHOP 
EQUIPMENT 


OVER 50 YEARS SERVING THE 
AUTOMOTIVE SERVICE INDUSTRY 
Complete Weaver line includes: Twin Post* Lifts » Triple Post Lifts* « Frame Type, Roll-On and Free- 


Wheel Single Post Lifts * Unit Lifts « Bumper Jacks « Car Washers « Wheel Alignment Equipment « 
Headlight Testers ¢ Brake Testers ¢ Wheel Balancing Conpment © Jacks e Wheel Dollies « and Air 
Comp (Regi a Tina, ks) 








Premiums 


BRACELET holds a genuine mustard seed 
sealed in a lucite sphere. Bracelets are 
finished in gold electro-plate. A small 
booklet attached to each explains the 
Biblical significance of the mustard seed. 
Price is 56%¢ each packed in individual 
boxes. Coro Inc., 47 W. 34 St., New 
York 1, N.Y. 





PADDLE GAME can be used either in- 
doors or outdoors. Called “Shuttle- 
Loop,” it consists of a carton-packed 
standard and loop, two paddles, shuttle- 
cock, and court marker. Jobber distrib- 
utor’s price is $3.50, but larger discounts 
are given on volume orders. Dudley 
Sports Co., 633 Second Ave., New York 
16, N.Y. 


RECHARGEABLE FLASHLIGHT can be re- 
powered by plugging it into a standard 
AC wall socket. It has no batteries. Made 
of sturdy two-color plastic, it liquidates 
at $1.50. Around-the-World Shoppers, 
829 Newark Ave., Elizabeth, NJ. 
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» WHITEWAY | 
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oa 
IT’S NEW, DIFFERENT AND EFFICIENT NO MATTER HOW YOU LOOK AT IT. 


















































The ultimate in style and efficiency. Whiteway’s new wafer thin, taper line Cobra. 
In addition to its beautiful design Cobra has these plus features: 


1. First fixture available with only 3 lamps. REGIONAL OFFICES 
CINCINNATI, OHIO, BRAMBLE 1-2760 
. First fixture to operate 50% cooler than Underwriter’s requirements. DENVER, COLO., TABOR 5-7205 
MIAMI, FLA., PLAZA 4-2172 
MT. LAKES, N.J., DEERFIELD 4-2566 
CHARLOTTE, N.C., EDISON 3-7137 
LOS ANGELES, CALIF.,LUDLOW 8-1281 


AREA OFFICES 
CHICAGO, ILL., HARRISON 7.2718 
TULSA, OKLA., LUTHER 5-5955 
ie ROYAL OAK, MICH., LINCOLN 6-9762 
a CLEVELAND, OHIO, MAIN 1-715) 


2 
3. Completely adjustable bracket. 
4 


. Greatest amount of light output for a 3 or 4 lamp fixture. 








Hf il'4 new tu lighting, été usually G Whiteway 


WHITEWAY MFG. CO. + 1736 DREMAN AVE. ° CINCINNATI 23, OHIO © With Distributors in Every Major City 
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: TIE Hose questions? H-R has the answers! 


This comprehensive book on Marketing Hose is filled with: 


Valuable technical data Braids Hose construction 
Specifications Weights Application suggestions 
Illustrations Lengths Hose coupling selections 
Sizes Working pressures Manufacturing processes 


For your guide to better hose selection, consult your H-R representative or 
write Hewitt-Robins, Stamford, Connecticut. Ask for Bulletin 11-43. 


H-R Petroleum Hose is stocked at factory warehouses and by hundreds of 
Oil Equipment Servicing Distributors throughout the country. Write us for 
the one nearest you. 


THE NAME THAT MEANS EVERYTHING IN BULK MATERIALS HANDLING SYSTEMS... 
CONVEYOR BELTING AND IDLERS - INDUSTRIAL HOSE - VIBRATING FEEDERS, SCREENS & SHAKEQUTS - POWER TRANSMISSION EQUIPMENT 


168 
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MARFAK LUBRICATION 





WASHING 








a= 


The ability to make a profit is built into every 
LUSTERLITE Porcelain Enameled Steel Service Station 
Here’s why: LUSTERLITE buildings are bright and clean—and stay that 


way without heavy painting maintenance costs. That’s profit. All 
building surfaces, inside and outside, are lifetime porcelain enamel. 








Remember: Your stations are your only regular personal contact with 
your customers. Make sure they have as much customer-appeal as 
your name, your trade marks and your products—now, and for 
years to come. 





LUSTERLITE buildings can be quickly and economically built to your 
own design. 


For stations with built-in profit-ability... 


oo“ WUSTERLITE 


PORCELAIN ENAMELED STEEL SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 











REPORT 


ON FUELING REQUIREMENTS: 


From Gorman-Rupp this past year has come a group of new pumps which 
have dramatically increased delivery rates for petroleum products. In case 
you have not learned about the more important of these units and the per- 
formances of which they are capable, we list them below. For full details of 
these plus other Gorman-Rupp Centrifugal Pumps, write today for new 
literature or see your nearby Gorman-Rupp Petroleum Distributor. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street, Mansfield, Ohio 


GORMAN-RUPP OF CANADA, LTD. 


St. Thomas, Ontario 





MARKET 


STANDARD TODAY'S 
ONE YEAR AGO REQUIREMENT 


—— 


For this requirement, 
Gorman-Rupp offers 





Jet 
Transport 


Executive 
Aircraft & 
Feeder Line 


Bulk 
Station 


Home 
Delivery 
—Fuel Oil 


! 
| 
| 
I 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
i 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


600 GPM : 1000 GPM 


Model O6D-G. Self-priming 
centrifugal. Midship mount. 


15-50 GPM =: 15-300 GPM 


Model 03H1. 
Self-priming centrifugal. PTO. 


200 GPM = | 400-800 GPM 


Model O6B-B. Self-priming 
centrifugal for motor drive. 


/0 GPM 


Model 02F3. 
Self-priming centrifugal. PTO. 


100GPM | 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Demand for all products next year seems likely to rise 
about 3%. This would be a continuation of the growth slowdown trend of recent 
years. Restraint in crude runs will be important again in 1961 ........page 173 


Market Outlook: Distillate fuels in primary markets seem headed for a good price 
year. But the big if, as always, is weather. Early mild weather may have caused 
some “nervous selling.” Here’s what to watch in November . . 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand Market barometer 
Market outlook Key crude oil prices 
Refinery/terminal prices 
Tank-wagon prices 
Prices in 55 cities 
NPN gasoline index 


STATISTICS 
Petroleum indicators 
State gasoline consumption 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








ox NPN PRICE AVERAGES* 
MILLIONS OF BBLS. Refinery /Terminal 


(¢ per gal.) 


Oct. Sept. Oct. 
1960t 1960 1959 
Gasoline 


(regular) 12.02 12.02 11.57 
Kerosine 11.33 11.29 10.75 
Distillate 8.91 8.87 8.70 
Residual 5.01 497 4.45 
4 principal 

products 9.44 938 8.96 
Lube oil 24.47 24.44 22.05 
Crude at well 

($ per bbl.) 2.88 2.88 2.84 





*Weighted average price, princi- 
pal markets. Crude prices middle 
| of month, not monthly average. 
fe) tThrough. Oct. 14. 


1959 __ 1960 





























* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) October 1960* September 1960 October 1959 


Finished and unfinished gasoline (thous. bbl.) 188,159 187,417 174,277 
Kerosine (thous. bbl.) 35,987 35,151 32,396 
Distillate fuel oil (thous. bbl.) 175,066 168,625 181,840 
Residual fuel oil (thous. bbl.) 51,427 50,325 59,506 
Crude oil—B. of M. (thous. bbl.) 229,988 231,658 257,487 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,889 8,082 7,647 
Foreign crude included (thous. bbl. daily) 1,028 1,078 978 
% of refinery capacity operated 80.6 82.6 78.8 


Refinery Output 
Gasoline (thous. bbl. daily) 4,018 4,177 3,931 
Kerosine (thous. bbl. daily) 360 366 287 
Distillate fuel oil (thous. bbl. daily) 1,694 1,823 1,736 
Residual fuel oil (thous. bbl. daily) 833 875 869 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 6,813 6,859 6,911 
Crude oil imports (thous. bbl. daily) 938 1,017 979 


*Hawaji included beginning March 1960. 
tThrough Oct. 14, except crude stocks Oct. 8. 
**Includes commercial jet fuel beginning March 1960. 
ttIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY MARKET TRENDS 
Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 5,990 (July) 7,591 
Average station gasoline price, ex tax (¢ per gal.) 21.55 (Oct.) 21.77 
Service station sales—all commodities ($-million) 1,589 (Aug.) 1,605 
+Gasoline consumption (million gal.) 5,429 (May) 5,254 
Passenger cars—domestic shipments (thous.) 321 (Aug.) 4.5 
Trucks and buses—domestic shipments (thous.) 54 (Aug.) 64 
Automotive replacement tire shipments (thous.) 6,389 (Aug.) 6,377 
Replacement battery shipments (thous.) 2,134 (July) 2,072 
Oil burner shipments (thous.) 36.6 


ee 


tExcludes Alaska and Hawaii. 
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Supply and Demand 





Here's the Demand Outlook for 1961 


Demand is likely to increase 3%, 
a continued slowdown in growth 


HE TREND in demand for petroleum prod- 
ucts through nine months of 1960 points to 
two significant prospects for 1961: 

@ Under present general economic conditions 
in the U.S., indications are that growth in product 
demand next year will continue to slow down. 
Various authorities have forecast an average 3% 
annual gain in requirements for the next few years. 
The latest Bureau of Mines forecast is for a 3.5% 
gain in total demand this year over 1959. 


e In view of this outlook, refiners will have to 
exercise more caution in scheduling their crude 
runs if further product surpluses are to be avoided. 

Total actual demand for all products in the first 
six months was 10,051,000 b/d, 2.3% higher than 
in 1959. Indicated third-quarter demand growth 
is lower, and is less than earlier forecasts. This 
is borne out by the increase in refinery stocks 
from June through September. 

The over-all gain in U. S. demand from 1955 
through 1960 has been 15%, while in the five 
years 1950-1955 was 30% (see chart). 

Gasoline total demand during the first six months 
was 4,100,000 b/d, 2.2% greater than in the same 
period in 1959. Indicated demand growth in the 
third quarter is lower. Motor-fuel demand in the 
U. S. for 1960 will be an estimated 3.5% greater 
than it was in 1959. 

Domestic demand for distillate fuel oil in the 
first half of 1960 was 3.5% higher than in 1959. 
Indicated third-quarter shipments from refineries 
were about 3% greater. The severity of the com- 
ing winter will determine whether 1961 demand 
will grow more. For the longer-range outlook, the 
growing competitive efforts of the oil companies 
to sell heating oil will increase its use. 

The growing demand of commercial air lines 





Total Refinery Stocks of Major Products by 
Districts, Sept. 30, 1960, and Sept. 30, 1959 
(000 bbis., API data) 
{360 ad Gaon enti 
133,671 136,177 —2,506 
74,342 70,610 +3,732 
Total Coastal . .208,013 206,787 +-1,226 
North Central ... 92,434 89,940 +2,494 
Okla.-Kans.-Mo. .. 33,950 31,743 +2,207 
Other Inland .... 47,933 46,550 +1,383 
Total Inland ..174,317 168,233 +6,083 


Total U.S. Except 
382,330 375,020 +7,310 


West Coast 
West Coast 59,188 67,650 —8,462 


Total U.S. ....441,518 442,670 —1,152 
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+ Millions of bbl. daily 
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Demand for 
All Petroleum Products 
1950-1960 








6 1 
1950 ‘51 ‘52 ‘S3 ‘54 1955 °5S6 ‘57 














for kerosine as jet fuel may reach 150,000 b/d 
in 1961. The growth in total demand for this 
product in 1960 is 20% over that of 1959, and 
volume will be larger in 1961. Total demand for 
residual fuel oil thus far in 1960 is less than it 
was in 1959. This shrinkage may continue, due to 
curtailed refinery production and restricted imports. 
The rapid third-quarter buildup in stocks of 
gasoline, kerosine, distillates, and residual fuel 
oil emphasizes how important it is for refiners to 
adjust their operations if burdensome inventories 
are to be avoided. For the first six months, crude 
runs to stills were close to the 1959 level. Stocks 
of the volume products June 30 were 376,064,000 
bbl., 24,632,000 bbl. less than June 30, 1959. 


In the third quarter, indicated crude run to stills 
was over 8,200,000 b/d, 2.5% larger than the 
third quarter of 1959. As shown in the table below, 
inventories Sept. 30 were 441,518,000 bbl., close 
to the 1959 level. The seasonal buildup of distil- 
late fuel-oil stocks was larger than in 1959, and 
withdrawals of gasoline from storage were less. 
Only in the East Coast and West Coast refining 
district were total inventories less than on Sept. 
30, 1959. 


U. S. gasoline stocks on Sept. 30 were 187,417,- 
000 bbl., which is 11,560,000 bbl. (6%) more 
than they were on Sept. 30, 1959. The larger part 
of the surplus was in East and Gulf Coast districts. 

Distillate fuel-oil inventories of 168,625,000 
bbl. Sept. 30 were 3.2% less than the year before. 
The combined East and Gulf Coast districts had 
reduced their inventories by 8.4% from the year 
before, to 88,146,000 bbl. Inland refining districts 
had increased their stocks by 3,283,000 bbl. (5%) 
to 66,128,000 bbl. s 





Market Outlook 





November: A Key Month 


be Sane cangmgticr yada illate fuels in primary markets 
seem headed for a good price year. Everything is right, physically and psycho- 
logically. 

On the physical side, the healthy sign is reduced crude allowables, which have 
tended to keep runs down East of the Rockies. This in turn resulted in a mid- 
October distillate inventory below that of a year ago. 

On the psychological side, Gulf Coast refiners who were paring their crude 
throughputs in October seem unwilling to shade prices for refined products. In 
the Midwest, marketers are thinking about “inventory appreciation,” and in the 
East, price protection and deferred billing programs terminated without any 
“further sweetening.” 

But there’s a long way between good potential and reality. Here’s where a 
crystal ball would come in handy to cope with that big imponderable—the weather. 
East Coast marketers came down with a mild case of the jitcers in October when 
reseller distillate prices were trimmed 0.1¢ gal. in New Jerse; and the New York 
City area. Substantial discounting also appeared at some New England locations. 
The downward adjustments, although localized, seemed to spell “nervous selling” 
by some marketers in the face of moderate weather. 

November could bring about a reverse market psychology and set off a chain 
reaction of price cuts if the next 30 days are extremely mild. Sellers say that some 
of the best-laid operating plans in years past have gone down the drain in Novem- 
ber. They shudder to think of such things as built-in discounts, backing-up of 
cargoes to the Gulf, and subsequent price cuts at this market for northern and 
upriver destinations. 


Gasoline Prices Turn Lower in Parts of Northeast 


Gasoline-price reductions touching on fairly large areas settled on the North- 
east last month. Mobil, and subsequently other marketers, dropped dealer tank- 
wagon prices 0.8¢ in Massachusetts, southeastern New Hampshire, and southern 
Maine. Prices in Erie County, N. Y., were cut 1.7¢. Other scattered reductions 
of 0.5¢ to 1.6¢ were made. The cuts came as no surprise to marketers, who had 
expected reductions right after Labor Day. The big question now, sources in the 
East say, is whether the market will stabilize at the lower levels or head into a 
tail-spin. 


Key Crude Oil Prices (as ot october 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 


California 

Wilmington, 31 gravity . (cents per gal.) 
Texas 16.49 12.91 
PA 9 Bors sour, 36 gravity ....... 2.79-2.83 Mesth aie 16.71° 12.92 


Oklahoma sweet, 36 gravity ...... 2.62-2.97 Year ago 12.55 
Williston Basin 


Ps | eee ee 2.47-2.87 Dealer index is an average of dealer tank wagon 


Bradford, flat . prices ex tax in 50 cities. 


Tank car index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, California, Philadelphia, Jack- 
Persian Gulf, FOB Ras Tanura sonville, Boston and Gulf Coast. 

Arabian, 34 gravity d * Correct for Sept. 15 and Aug. 14 also. 
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Market Barometer 





1 
PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


120 12.0 REGULAR GRADE 


11.0 11.0 
10.0 KEROSINE 10.0 
9.0 9.0 
8.0 8.0 


7.0 7.0 


CENTS PER GALLON 
CENTS PER GALLON 


6.0 6.0 
5.0 5.0 
4.0 4.0 
3.0 3.0 


VEAR 51.533 55.57 DW JFMAMJJASOND YEAR 51 53 35 57 JFMAMJJASOND 
1960 1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


4.60 4.60 
4.40 4.40 
4.20 4.20 
4.00 4.00 
3.80 
3.60 
3.40 
3.20 
3.00 
2.80 
2.60 


DOLLARS PER BARREL 


2.40 


1.40 

1.20 

1.00 1.00 
80 80 
60 .60 


YEAR 51 53 55 57 59 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
3 1960 ‘1960 


ey hr oy prices for crude oil, and four heey fal) raiery a je prices for crude oil, ny he a Ames = sera 


kerosine, li she fuel, gasoline, kerosine, light 
markets and 7 crude lucing areas, east of California. ech and 7 crude rs nthe wag Pe Lap California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price "isis! oil, shore 
Service, NPN’s associated publication. Arrows ontrae 
indicate upward and downward movement of 

the price preceding the arrow. Prices as of 

Oct. 17. Last previous listing: Sept. 16. 


Motor Gasoline 


Gulf Coast mney 
. 12.5-13.75 
12.375-13.75 


97 oct. prem.....12.1 
95 oct. prem... ..12 
93 oct. prem..... 

92 oct. prem, 

90 oct. prem... 

87 oct. reg. 


Boston, Mass. 
Prem. grade 
Reg. grade 


Buffalo, N. Y. 
98 oct —-.- 
92 oct. reg... 


Charleston, $. C. 
Prem. grade 
Reg. grade 


Chicago, IH. 

99 oct. prem... ..15 

98 oct. prem... . 14 75 
97 oct. prem.....14 25 
92 oct.reg....... 12.625 


Detroit, Mich. 
98 oct. prem..... 
92 oct. reg. 


Heuston, Tex. 
Prem. grade... .. 15. 45-16.25 
do bar 
Reg. gr 
do barges... . 


dacksonville, 
Prem. grade 
Reg. grade 


Miami, Fla. 
Prem. grade 
Reg. grade 


Minneapolis-St. Paul 
99 oct. prem. 
91 oct. reg. 


Mobile, Ala. 
Prem. grade. . . s 
Reg. grade..... ~ 13.6 


Norfolk, Va. 
Prem. grade. . 
Reg. grade 


Phitadetphia, Pa. 

Prem. grade... ..17.5-18.7 
Reg. grade..... ~14,5-16.2 
Port Everglades, Fi 


a. 
Prem. grade. ....14.25-16.9 
Reg. grade... .. .12.25-13.9 


Savannah, Ga. 
Prem. grade 
Reg. grade 


Tampa, Fla. 
Prem. grade 14.25-16.8 
Reg. grade 12,25-13.8 
Wilmington, 
Prem. grade 


Okla. (Okia. ~ 
99 oct. prem. 6-16. 
91 oct. reg. 13. 25:13, 5 


Okla. Group ib eles 
99 oct. r~ ms oa ) 
91 oct. reg. 


176 


Northeast Texas 
tye} Ft. Sanya = bunkers 
rem.....15. _ 
90 oct. fe 13.25-13. Sete few 
60 oct. & below. .13 


New Mexico/ ies Texas 

99 oct. prem.. 

90 oct. re '75-13.99 
60 oct. & below. It ,75-12.5 


. (For shpt, to Ark. & La.) 
99 oct. prem... .14.5 


bunkers. .. . $2.30 


Boston, Mass. 
Kerosine, No. 1...10.5A 
No. 2 fuel. . ..9.5A 
Diesel oil, shore 


Western Se ee 
98 oct. _* 

93 oct. reg... “3 
on 


iy Buffalo, N. Y. 
SS oct wes L185 Kerosine (a 


age a ahaa (a)... 
| madi Angeles District No. 5 fuel....... ® 


No. 6 fuel....... 8.15 
100s oct. — ..13.8-14.5 


3-12. Kereine, Ho. a 10.9 
G erosine, No. 
10.8-12.6 . 2 fuel.......10.1 


100 oct. prem... . .13.8-14.5 
98 oct. prem... .. 

94 oct. prem... 

88 oct. reg. 

84 oct. reg. 


Tank Sra (0 an. of gree 
98 oct. prem... . .21.3-22.3 
88 oct. reg... -.17.8-17.9 


San Francisco District 

sae aes CS ee 
98 oct. prem. 

88 oct. reg... . . 18.3-18.4 


Distillates & Fuels 


Qulf Coast Cargoes 
41-43 w.w. kero. .9-10 Bunker 
bunkers. . 


max 1% sulf.. .$2.55 


Rerasien No No. Be 

No. 2 

Diesel oil, shore 
1 1A 
$3.57A-3.91A 


$2.72 


do barges... .. 9.3 
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(a) Prices of some sellers to bulk com- 
98 oct. prem.. mercial consumers are 0.15¢ higher. 


sel, 
unkers..... ~-$4.662-4.746 
Bunker C, 


bunkers... . ..$2.37 
we St. 
Range Nort. ereosne ll. 4 
No. 2 fuel 10,43-10.68 
5 high 


No. ae 
Cabell OP 


Mobile, Ala. 
Ker No 1, .10.9 
Ns fh. 10.7 


kers... . $4.01 


New Haven, 
Kerosine, No, 1.. 
No. 2 


New York Harbor 

Kerosine, No. 1...10.44-10.5 
35A 

No. 2 fuel..... 


do barges... .. 9.1 as 5A 
Diese! oil, shore 





Philadelphia, P: 
Kerosine, No. - 10.5 
do bai 10.3 
..-10-10.5 
.-10-10.25 
9-9 .25 
$1.80-$1.90 


Northeast Texas 
(FOB Ft. Worth/Dailas) 
42-44 w.w. 


Fla. 
‘Rerosine, Not 10. on 3 
No. 2 fuel. .... ~- 10,6-11.1 


10.6-11.1 


Kansas (for Kan. destinations only) 
42-44 w.w. 
10.875-11 


Portland, Me. 
Kerosine, No. 1.. 
No. 2 fuel....... 9.6 
Diesel * shore 

fan’ 10 


36-40 gravity fuel.10.25 


Calitornia—Les Angeles Dist. 
Rack: 


i dist. 
Sa 8.25-12 


fuel 
> 7.75-11.25 


$2.054-2.454 


PS 100. .......... 8.25-15.3A 
Diesel fuel 
PS 200.......... 7.75-13.8 


Tank Truck (408 ga. o: mers) 
0-43 wow. 
kerosine. . . ..19.3 
0.375-10.625 Stove dist 
10: 125-10.5 PS 100...... 15.8 


Diesel 
PS 200... . 14.3 
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Refinery and Terminal Prices 





San Franciece Dist. 

Tank Car: 

41-43 ww. 
kerosine 


-— — = 16,3 
Stove dist 
PS 100... ~15.8 


PS 200...... 14.3 
Light tue! 
P $2.95A-3.13A 
$2.50 A-2.68A 
Tank Truck (400 
a (400 gal. or mere) 


oman 34,8 


Pacific Coast 
Ships’ bunkers, er deep tank tete 
Calif. 


Diesel...... .33 
Bunker C....— ~ $2.20 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or 
fines may originate in any Mid-Con 
district. on basis of last sa 


t 
le unless 
FOB a 
were 
45¢ 


FOB Breckenridge, Tex. 
Fs 26-70 


Lubricating Oils 


Western Penna. 
+ aspaemeaenetieadndharade 


A Ga id enw cnn 


Brahh ware Ca 
yt 


stocks 
S.1. filterable. 19 
.20 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, t stock, vis. at 210° neutrats, 
vis. at 100° 0-10 p.p. 


aoe etece 


Gulf Coast 

Solvent Refined Olls from Mid-Con- 
pm crude: FOB ship at Gulf for 
expor 


Stock, vis. st 219 
160-160 vis. 
0-10 p.t. 95 vi.. .26 
Neutral Olls—Vis. at 100; 86 v.1. 0-10 p.!. 
100 vis.........22.5 


200 vis... .— = 23 
300 vis... 
vis, 


Seuth Texas 
Vis. at 100° F., FOB S. Tex. refineries tur 
domestic and/or export shipment. 


8=8 


z 2etS: 
a: 


SBTSTSTSsS 
FI 


23 
3 


t 
A 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they Kerosine tank wagon prices also do not 
do, however, include inspection fees, amounts clude taxes; kerosine taxes where levied 
of which may be obtained by writing to NPN. indicated in footnotes. Discounts, if any, 
Gasoline taxes, shown in separate column, in- shown in footnotes. These prices in effect 
clude 4¢ federal, and state taxes; also city and tober 15, 1960, as posted by principal market- 
county taxes as indicated in footnotes. ing companies at their headquarters’ offices, but 
subject to later correction. 


Mobil Oil 
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$0 #vE ~USE OUR FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


= New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE on R 
= REE DAY SYSTEMS 39-30Nn 58th st. WOODSIDE 77, 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes are shown below. Figures are in ¢ per gal; (i) and (d) indicate increases or decreases as 
n 55 representative U.S. cities on Det. 1, 1960 a3-com by Nationdl Petroleum News compared with Sept. 1, 1960. Tax col. indicates only motor fuel taxes levied as such. 


Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tex) (ex tax) (incl. 4¢ fed.) (incl. tax) 
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19.90 11.00 30.90 F Serre 
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(ox tax) (ex tax) (imol. 4¢ fed.) (incl. tax) 
9.00 31.40 
10.00 
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More Profit $$ 


James Hopkinson = } with 
Discovered 


Oil! 


KEEP RIGS ROLLING 


with KIM HOTSTART Electric 
Pre-Heater! — Engines are For your DIESEL 


kept warm between runs, & GAS ENGINES 
eliminating inside heated 
terminals. KIM provides in- 
stant cold weather starting; 
reduces service tie-ups and 
costly repairs. KIM plugs in- 


Twenty-two years ago, James W. Hopkinson, President, Penn Petro- 
leum Corporation, Detroit, discovered the world’s richest, most 
complete motor oil—Pennzoil. “Our sales volume has passed the 
million-dollar mark,” says this veteran distributor, “thanks largely So an. clectiic dvesitt Greve 

to Pennzoil—forits consistent high quality and top dealer acceptance.” alt dalii-maten ini ‘Saale 

Pennzoil motor oils and lubricants give Mr. Hopkinson these selling heats and circulates it 

advantages: nationwide product acceptance; Pennzoil cooperative through engine. Approved SEE YOUR DEALER 
plans and dealer programs; and outstanding service aids, like the and used by all major en- or write for 
exclusive Pennzoil Kontax System®. All backed by Pennzoil’s 35 in carlin free literature 
years of merchandising and advertising experience. e sees 


The profitability of Pennzoil’s product 
leadership is borne out by the outstand- 
ing success of the many distributors who ete 
have featured Pennzoil for years. 


Member Penn. Grade Crude Oil Assn. 


Sa, sti0 
Permit No. 2, Oil City, Pa. fe Lubricat’ 
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5,428 962,000 
175,128,000 
+115,951,000 
+2.18% 


Boston 


88888 


5,253, 692,000 
175, 123,000 








Write today for Advertising Space Rates 
NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, NM. Y. 





This Is Your Market Place 
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So 
Oo 
Oo 
ore 
3 
wv 
a 
valine 
bio] 
ce oad 
Te) 
= 
a 
- 
cell 
a. 
E 
ro] 
nm 
bo 
°o 
Ww 
ae 
= 
“oe 
5 


Ratet 
April 
Cents 
I per gee. In addition there is the Federal Tax of four cents (4¢) per gallon. : 
Includes actual reported taxable gallonage, plus estimate of non-taxable gallonage for which separate figures are no longer reported beginning January 1960. 


Paterson 4, New Jersey 


PATENT CHEMICALS 


Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New York 


Total 50 States and D. of C 
Percentage change in Daily Average. ...............cccecccecececuccecevns 
These are State tax rates 
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Coming Meetings 





NOVEMBER 
Society of Automotive Engineers, national 
fuels and lubricants meeting, The Mayo 
Hotel, Tulsa, Okla., Nov. 3-4. 


National Oil Jobbers Council, Morrison 
Hotel, Chicago, Nov. 9-12. 


API Marketing Division, annual meeting, 
Congress Hotel, Chicago, Nov. 14-16. 
American Petroleum Institute, 40th annual 
meeting, Conrad Hilton Hotel, Chicago, Nov. 
14-16. 

Mississippi LP-Gas Dealers Assn., semi- 


annual fall meeting, King Edward Hotel, 
Jackson, Nov. 20-21. 


American Society of Mechanical Engineers, 
annual meeting, Statler Hilton Hotel, Nov. 
27-Dec. 2. 


National LP-Gas Council, annual meeting, 
Camelback Inn, Phoenix, Arizona, Nov. 28. 


DECEMBER 


Interstate Oil Compact Commission, annual 
meeting, Westward Ho Hotel, Phoenix, Ari- 
zona, Dec. 5-7. 


Private Truck Council of America, Inc., 
fleet maintenance exposition, The Coliseum, 
New York City, Dec. 5-8. 


Iowa LP-Gas Assn., industry conference, 
Hotel Kirkwood, Des Moines, Dec. 12. 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotels, St. Louis, Dec. 
12-13. 


JANUARY 1961 
Arkansas LP-Gas Assn., semiannual 
meeting, Hotel LaFayette, Little Rock, 
Jan. 8-9. 


Kentucky Petroleum Marketers Assn. 
annual meeting, Brown Hotel, Louisville, 
Jan. 17-19. 


Northwest Petroleum Assn., annual con- 
vention and trade show, Nicollet Hotel, 
Minneapolis, Jan. 18-19. 


»Kansas Oii Men’s Assn., 46th annual 
convention, Broadview Hotel, Wichita, 
Jan. 22-24. 


FEBRUARY 


> Missouri Petroleum Assn., annual meeting 
and trade show, Hotel Muehlebach, Kansas 
City, Feb. 6-8. 


Iowa Independent Oil Jobbers Assn., an- 
nual convention and trade show, Ft. Des 
Moines Hotel, Des Moines, Feb. 14-15. 


Intermountain Oil Jobbers Assn., annual 
convention, Tropicana Hotel, Las Vegas, 
Nev., (exact date unknown at publication). 
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MARCH 


Wisconsin Petroleum Assn., annual meet- 
ing and trade show, Hotel Schroeder, Mil- 
waukee, Mar. 1-2. 


Illinois Petroleum Marketers Assn., an- 
nual meeting and trade show, Hotel 
Morrison, Chicago, Mar. 7-8. 


Ohio Petroleum Marketers Assn., annual 
convention and trade show, Deshler Hilton 
Hotel, Columbus, Mar. 22-23. 


Texas Oil Jobbers Assn. and Texas Pet- 
roleum Marketers Assn., convention cruise 
aboard M. S. Italia to Havana, (exact date 
unknown at publication). 


APRIL 
Texas Oil Jobbers Assn. and Texas Pet- 
roleum Marketers Assn., annual meeting and 
trade show, Baker Hotel, Dallas, Apr. 6-8. 


»Western Petroleum Refiners Assn., annual 
meeting, San Antonio, Tex. Apr. 9-12 (hotel 
unknown at publication). 


American Society of Lubrication Engi- 
neers, annual meeting and exhibit, Bellevue- 


Stratford Hotel, Philadelphia, Apr. 11-13. 


»Kansas LP-Gas Assn., 16th annual conven- 
tion, Allis Hotel, Wichita, Apr. 16-17. 


National Petroleum Assn., semiannual 
meeting, Sheraton-Cleveland Hotel, Cleve- 
land, Apr. 19-20. 


>Oil-Heat Institute of America, annual 
meeting and convention, Statler Hilton Hotel, 
Washington, D. C., Apr. 23-26. 


API Division of Marketing, Fuel Oil Com- 
mittee, Grand Hotel Point Clear, Ala., 


Apr. 27-30. 


National Tank Truck Carriers, annual 
meeting and trade show, Netherland-Hilton 
Hotel, Cincinnati, Apr. 30-May 2. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, Apr. 30-May 3. 


MAY 


API, Division of marketing, fuel oil com- 
mittee meeting, Grand Hotel, Point Clear, 
Ala., May 1-3. 


National Tank Truck Carriers, annual 
meeting and trade show, Netherland-Hilton 
Hotel, Cincinnati, May 1-3. 


North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pinehurst, 


May 4-7. 


Pennsylvania Petroleum Assn., Bedford 


Springs Hotel, Bedford, May 7-9. 


Assn. of American Battery Manufacturers, 
The Roosevelt Hotel, New Orleans, May 
15-17. 


>API Division of Marketing, mid-year 
meeting, Americana Hotel, Miami Beach, 
May 16-19. 


National Oil Jobbers Council, Hotel 
Americana, Miami Beach, May 16-17. 


Georgia Oil Jobbers Assn., annual meeting, 
The Cloister Hotel, Sea Island, May 26-27. 


Wisconsin Petroleum Assn., annual golf 


tournament, Dell View Hotel, Lake Delton, 
June 20. 


First Listing 





Texas Oil Jobbers Assn. and Texas 
Petroleum Marketers Assn., Baker 
Hotel, Dallas, Nov. 6-9. 


Louisiana Oi] Marketers Assn., Louisi- 
ana State University, Baton Rouge, 
Nov. 10-12. 


Alabama Petroleum Jobbers Assn., 
Louisiana State | University, Baton 
Rouge, Nov. 16-17. 


Michigan Petroleum Assn., Michigan 
State University, East Lansing, Jan. 
23-25. 


Nebraska Petroleum Marketers, Uni- 
versity of Nebraska, Lincoln, Feb. 7-9. 





MANAGEMENT INSTITUTES 


Colorado Petroleum Marketers Assn., 
University of Colorado, Boulder, Feb. 
14-16. 


Northwest Petroleum Assn., Oil 
Men’s Club and Hotel Nicollet, Min- 
neapolis, Mar. 8-10. 


North Carolina Oil Jobbers Assn., 
The University of North Carolina, 
Chapel Hill, Apr. 17-21. 


Kansas Oil Men’s Assn., University 
of Kansas, Lawrence, Apr. 5-7. 


» Missouri Petroleum Assn., University 
of Missouri, Columbia, Apr. 18-19. 
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AMSCO Solvent Jobbers 


lead the good 


AMSCO Solvent Jobbers make more money. They get a 
higher margin on AMSCO solvent sales. 


AMSCO Solvent Jobbers get better service. With 
AMSCO’s nationwide network of refineries and ter- 
minals, jobbers are never caught with inventories 
down. They can promise and make fast delivery. 





General Eastern Offices 
Murray Hill, N. J. 





life 


AMSCO Solvent Jobbers sell more solvents. AMSCO is 
first in sales because AMSCO is first in quality. 


AMSCO Solvent Jobbers get lots of help. AMSCO’s Mar- 
keting and Research men will work with you at your 
request. Then too, AMSCO’s advertising is working 
for you where it does the most good. 





If you'd like to enjoy all these benefits of the AMSCO Solvents Jobber, ~~ 
send this coupon today. We’ll see that you get full information. 


AMERICAN MINERAL SPIRITS COMPANY 


id 8600 S. Garfield 
be ia © south Gate, Calif. 





mation on the extra 
profit opportunity in 
solvents offered by 


| 
& 
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Strategic Markets: Buffalo, Seattle 


paces report on wide-area pricing 
egins on page 98) 

vice president of a national major. “Buffalo’s a 
problem area, and that’s where the wide-area 
pricing principle is appropriately applied. But once 
you put it in, you have to keep it in to give it 
a chance to work out.” 


4 
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ALMOST as if Mobil Oil wanted to test the break- 
ing point of wide-area pricing, it introduced the 
plan in what many consider the worst market on 
the West Coast—the Seattle-Tacoma area. 

Mobil is up against some formidable difficulties 
there: 

e@ There’s a conflict between the going tank- 
wagon—historically kept high and discounted— 
and the level Mobil regards as realistic. 

e The plan sets up wider pricing zones, carrying 
price reductions into outlying areas where retail 
postings, based on the leader’s high tank-wagon, 
are sharply undercut. 

@ Mobil is far from being market leader, cur- 
rently jockeying with Richfield and Union for 
third place in the State of Washington. Standard of 
California is first, Shell second. This softens the 
intended effects of a price change. 


Since wide-area pricing went into effect, May 
18, Mobil’s tank-wagon posting has fallen steadily. 
It came in at 17¢ gal., a cut of 3¢ from the former 
level.~(This “was said to be approximately ~ the 


amount of the prevailing discounts. It would have 
given dealers a 5.4¢ gal. margin, compared with 
the 5.2¢ they were supposed to be getting under 
the 20¢ tank-wagon.) In five months, only one of 
Mobil’s tank-wagon changes was an increase, last- 
ing 24 days. Seven were reductions, the most recent 
(Oct. 5) to 11.8¢ gal. (Tax is 10.5¢ gal.) 


Not only that, former stable areas toppled. A 
West Coast marketing executive complained that 
price weakness had spread 150 miles to Blaine on 
the Canadian border, and even to the San Juan 
Islands outside Puget Sound. 


It’s not surprising, then, that a number of major- 
company division sales managers—those who would 
comment at all—said they considered Mobil’s plan 
“an entire failure.” One said he didn’t see how the 
plan could work, but he conceded it may be too 
early to judge. 


Why the Market's Sensitive 


Behind the softness of many West Coast markets, 
particularly Seattle, is the surplus of gasoline. It 
wasn’t always that way, but things have changed. 

Four new refineries have been built, using crude 
from Canada and other foreign sources. Terminals 
receive cargoes of gasoline from the Gulf Coast. 
“Commodity” gasoline is reportedly not difficult 
to get for 12¢ gal. or less. Many unbrandeds have 
sprung up because of this. 


Shell and Texaco, with relatively new refineries, 
have challenged the unbranded outlets through 
commission stations and Chicago-plan aids to deal- 
ers. Historical patterns are breaking down. Price 
wars are common. 


Seattle has its own peculiarities, too. Here are 
some factors contributing to its weak price market: 


@ Seattle is reported to have an unusually large 
number of service stations operating at margins 
higher than those in most cities. Dealers tried last 
year to get a 7¢ margin. Five cents has been 
regarded as normal. Strategically located stations 
seek volume by sacrificing margin. 

e@ Carter has been cited as an upsetting in- 
fluence since it entered the Seattle area two years 
ago. Carter stations are said to post as much as 
2¢ below major brands at times, although most 
are not doing so now. Any Carter station reported- 
ly can get approval for lower prices by showing 
that one major in his area is selling at a lower 
price. 

@ Many leased major-brand stations appear to 
want to cut the 2¢ private-brand differential. 

e@ In the Seattle market, shaped like an hour- 
glass, many workers travel on one artery from the 
residential north to the industrial south. Price lead 
teeters back and forth from north to south. When 
a big-volume operator at either end feels gallonage 
is tipping the other way, he’s apt to cut price. 

@ Three discount houses normally sell gasoline 
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at least 1¢ below prevailing prices, although now 
their advantage is reduced to fractions. 

e A string of downtown parking lots sells ma- 
jor brands as much as 1.2¢ below the market. 


Some Sore Spots 


Under a wholesale pricing system like Mobil’s, 
dealers have more say in setting retail price. Be- 
cause their interests are often local, they may not 
see, or care about, the far-flung results of their 
pricing actions. Some Mobil dealers in Seattle 
have come under considerable criticism. 

C. Edward Miller, board chairman of Time Oil 
Co., West Coast independent, singled out a par- 
ticular Mobil dealer for what he described as tear- 
ing up the market. He said this dealer’s actions 
point up one of the most glaring defects of Mobil’s 
plan in the Puget Sound area: Some dealers retain 
contracts giving a discount from tank-wagon, and 
use it to cut price. 

But Miller thought the plan could last, parti- 
cularly if Mobil made more effort to acquaint 
dealers with its goals. 


Says a West.Coast executive, “When pricing is 
up to dealers, and you have a renegade or two, 
you’re going to get trouble. And Mobil has them.” 


In the past two months, one of the most unset- 
tling factors in Seattle has been the price cuts of 
a Shell station on a traffic artery, trying to keep 
within 1¢ of an Eagle station next door. A Carter 
station across the street—the company’s top-gal- 
lonage outlet-—moves to meet the Sheli price, and 
the toboggan starts. 

Shell reportedly concedes a 2¢ price differential 
to a “true” independent, such as Time Oil Co., 
but will allow no more than 1¢ to an independent 
supplied by a major. This distinction leaves out 
almost nobody. A West Coast marketing executive 








1 Cents per gallon 
0 af 


| Mobil’s Tank-Wagon Price in SEATTLE 


SS +—_——____—__} 














says that except for Time, all the gasoline in the 
Northwest is major gasoline. 

Pricing practices clash sharply in a one-mile 
section of Aurora Ave. just north of Seattle’s cen- 
tral business district. Northbound motorists face 
first a leased Richfield station and then, in order, 
Mobil, Carter, Standard and Shell. Area marketers 
say the Richfield operator often cuts price, Carter 
follows first, Standard and Shell next, both on area 
plans. 

Under the wide-area plan, the Mobil dealer 
sometimes loses gallonage or margin until Mobil 
drops the tank-wagon in the whole zone. When 
Mobil moves, the price tumbles through all of 
Seattle and far into the surrounding area. 

The big questions in the Northwest are: How 
long will it be before other companies decide to 
give Mobil’s plan a try? How many can? How 
many will? 

“If it continues to be just Mobil piloting the 
operation,” says Dick Brehme, secretary of Cali- 
fornia Petroleum Marketers Council, “they will 
likely find it very difficult to go on alone. It’s like 
any other new idea, somebody has to stick his 
neck out.” 


NEXT MONTH: How wide-area plans are do- 
ing in the Carolinas and other markets 





@ Outlook for oil 
@ National business 


@ Regional business 





IN THE DECEMBER NPN: 


How to Plan for 1961 


A comprehensive report on business in the coming year, including: 


@ Highway building 
@ Labor organizing 


@ What Congress will do 
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keep ahead of 
competition 


TODAY 
TOMORROW 


Use these products for 
easier selling, faster service 
and better station operation. 
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SELOIL CABINETS . . . 5 models to 
choose from .. . the correct model 
for every type service station. A 

new 48” cabinet to match low 
silhouette pumps. 


“ 


LUBE SERVICE CENTER 
Centralizes write-up ~ 
and follow-up of 
lube bay service work. 


This is the most 
automatic, econom- 
ical and effective fol- 


REFRESHMENT PATIO 
Brings customers into your station .. . 
organizes vending machine sales .. . 
available in lengths of 6, 12, 18 and 
24 feet. 


FOR MORE INFORMATION WRITE: 


MODERN METAL 
PRODUCTS CO. 


Box 1798 e Greensboro, North Carolina 
Box 691 @ San Jose, California 
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About Oil People 





GULF OIL CORP.’s new regional marketing staff in Philadelphia consults 
with Eastern regional vice president, J. B. Kelley (right). They are (left to 


right) G. 


R. Witwer, regional comptroller; and D. J. Shanahan and E. O. Bretz, 


managers of employe and dealer relations and marketing services. 





NEWS NOTES 


More changes in Gulf Oil Corp.’s re- 
organization (NPN—Oct., p179) have 
been announced. 

On the regional level, in the East, 
three men have been named to assist 
J. B. Kelley, Eastern regional vice presi- 
dent (see picture). E. O. Bretz, for- 
merly manager of cost control and 
budget, is now manager of marketing 
services. G. R. Witwer, now regional 
comptroller, was previously Philadel- 
phia division manager. D. J. Shanahan, 
with Gulf since 1933 in various sales 
capacities, becomes regional manager in 
charge of employe and dealer relations. 

In the new Southern marketing region, 
four men have been appointed to the 
staff of G. E. Millican, Southern re- 
gional vice president. The former man- 
ager of business analysis and research 
for Gulf, Milton G. Farris, becomes 
marketing services manager. Frederick 
W. Wooding, previously Atlanta divi- 
sion manager, is now in charge of gen- 
eral services and also will become re- 
gional comptroller. E. Tillman Morris 
becomes the attorney for the Southern 
office. He had been attorney for the 
office when it was a division. A. H. 


| Crowell, formerly manager of employe 
| and dealer relations in the New York 


sales division office, now holds the same 
position in the new regional Southern 
offices. The new appointees will move 
about Dec. 1 into the new Gulf building 
at 1375 Peachtree St., Atlanta. 
Midwestern regional vice president 
W. A. Bourne has named four veteran 
employes to assist him in the newly es- 
tablished region. C. F. Belkofer will 
move from Cleveland, where he was 
district manager, to the regional offices 
at Toledo to become manager of mar- 
keting services. C. W. Royston, Chicago 
sales division manager since the earlier 


| part of the year, is now regional comp- 
| troller for the Midwest region. John B. 


Overstreet, formerly tax manager at the 
Toledo office, remains there as manager 
of employe and dealer relations. C. C. 
Wilson Jr., attorney at Toledo when it 
was a division, remains in the same ca- 
pacity now that it is a regional office. 

On the divisional level, four new ap- 
pointments have been made in the New 
York sales division office. A. E, Lehman 
has been named coordinator of sales; 
D. G. Linn, supervisor of dealer and 
sales training, including advertising and 
sales promotion; H, J. White, superin- 
tendent of supply and field services; and 
D. M. Shaw, supervisor of office services. 
All four men will be on the staff of 
R. B. Phillips, newly appointed manager 
of the division. 

In the Philadelphia division, W. C. 
Bickel has been named coordinator of 
sales; J. A. Stevenson, supervisor of 
dealer training; and G. T. Ryan, super- 
intendent of supply and field services. 
They will assist B. R. Lawlor, division 
manager at Philadelphia. 

Four new officials have been named at 
Gulf’s Pittsburgh sales division office to 
assist Ira F. Archer, division manager. 
They are: C. J. Haney, coordinator of 
sales; J. M. Torrence, supervisor of 
dealer and sales training; Albert M. 
Heinrich, superintendent of supply and 
field services; and E. W. Beilstein, su- 
pervisor of office services. 

At the Boston sales division office, 
A. A. Stambaugh, division manager, has 
named four officials to his staff. Richard 
Y. Grant has been appointed coordinator 
of sales; Robert B. James, supervisor of 
dealer and sales training; G. H. Bout- 
well, superintendent of supply and field 
services; and Donald R. Smith, super- 
visor of office services. 

In the Syracuse division, Henry B. 
Sabin has been named sales coordinator; 
Roger M. Scaife, supervisor of dealer 
and sales training; E. F. Lavery, super- 
intendent of supply and field services; 
and J. L. Pettit, supervisor of office 
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Amoco'520 Series additives inhibit copper contamination of 
gasoline and thereby extend its storage life. While performing 
this product-improving function, these additives provide an 
additional two-way benefit. They reduce the amount of anti- 
oxidant needed and by doing this, they lower treatings costs— 
in some cases by more than 35%. 


Amoco 520 Series Metal Deactivators are solutions 

of N,N’-disalicylidene propylenediamine in xylene. Three 
concentrations are available. In addition to their use in automotive 
gasoline, they are recommended for kerosene, jet fuel, diesel 
fuel and home heating oil applications. 


Experienced petroleum additive specialists from Amoco are 
ready to help you with your distillate fuel treating program. 
Your request for additional information about Amoco Metal 
Deactivators or for technical assistance will receive 
immediate attention. 


CHEMICAL 


AMOCO CHEMICALS CORPORATION 
910 South Michigan Avenue, Chicago 80, Illinois 





Promote safer motoring with 


NEW WESTINGHOUSE 
AUTO SAFETY-KiT 


AUTO BULB REPLACEMENTS FOR EMERGENCY USE 
Each kit contains 3 miniature lamp replacements for 
tail, stop, signal, parking and license lights. 
Available for 6- and 12-volt systems. 
6-volt kit: 12-volt kit: 
2 #1154 lamps 2 # 1034 lamps 
1 #63 lamp 1 #67 lamp 
: Suggested retail—$1.10 Suggested retail —$.98 
AFETY.KIT 


SAFETY-CHECK YOUR CUSTOMER'S CAR at each servicing, and recommend that he carry the newWestinghouse 
Auto Safety-Kit in his glove compartment. It's a terrific way to create good will—and to make new profits, 
too! Each kit holds 3 miniature lamps—perfect for emergency situations, they fit the safety light sockets of 
almost any car on the road. Attractive, see-thru plastic packs sell themselves on sight. Promote safety— 
and make new profits—order your special 10-pack display merchandisers today! 





HURRY! LIMITED TIME ONLY! SPECIAL BONUS DEAL! rm 
WESTINGHOUSE SAFE-T-BEAM HEADLAMPS & WESTINGHOUSE You can be sure... if it’s 


AUTOMATIC COFFEE MAKER! H 
Sell 24 Safe-T-Beam headlamps—get an Automatic Coffee e | n 0 UJ Se 
Maker for your home FREE! Calf your Westinghouse 


Automotive Bulb Supplier for complete details today! 
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services. They will assist H. A. God- 
dard, manager of the division. 

In the Midwestern Toledo division, 
H. G. Russell has been appointed man- 
ager. Formerly division manager in 
charge of retail and jobber sales at 
Toledo, he will soon be located at new 
offices in the Davis Building. 

At Gulf’s new marketing headquarters 
in Houston, J. L. Irvin, president of 
Gulf Refining Co., will enlarge his re- 
sponsibilities to include management of 
the domestic traffic department for Gulf 
Oil Corp. He has had charge of the 
company’s pipeline system. 

In Pittsburgh at Gulf’s general offices, 
Paul W. Sheldon has been appointed to 
the new position of advertising coordi- 
nator for all domestic and international 
advertising, media research, and plan- 
ning. He will also be a member of the 
newly formed advertising committee con- 
sisting of Craig Thompson, director of 
public relations, chairman; Sheldon, vice 
chairman; R. A. Hunter, administrative 
vice president, marketing; and B. W. S. 
Dodge, director of advertising and sales 
promotion, domestic marketing. Dodge 
will be transferred to Gulf’s new head- 
quarters at Houston. 


William C. Mc- 

Cammon succeeds 

Fred C. Loomis 

as vice president 

in charge of sup- 

ply and transpor- 

tation for Stand- 

ard Oil Co. 

of Calif., West- 

ern Operations 

Inc. McCammon, 

who’s been with 

Socal since 1932, 

was most recently 

assistant to the president, helping with 
policy and operating procedures. 

0 

John M. Sprague is returning to Hum- 

ble Oil & Refining Co. as Washington 

representative after two years with the 

Defense Dept. as deputy assistant secre- 

tary of defense. He was controller, area 

manager, and regional vice president of 

Humble’s Carter division before his 

Washington appointment. 
8 

Four new ap- 

pointments have 

been made by 

Esso Standard 

Div. of Humble 

Oil & Refining Co. 

Charles O. Pey- 

ton succeeds 

Charles W. Boh- 

mer Jr. as man- 

ager of industrial 

and consumer 

sales. Bohmer was 

recently appointed 

assistant to D. W. Ramsey Jr., market- 

ing vice president for Humble in Hous- 

ton. Peyton has headed Esso’s petroleum 

specialties department since early 1959. 

With his move to industrial and con- 

sumer sales, petroleum specialties will be 

consolidated with Esso’s marketing de- 


partment, and he will continue to direct 
its activities. 

Jason Cooper Jr. has been named 
employe relations manager at Esso, suc- 
ceeding J. Edwin Hughey, who becomes 
administrative assistant to William W. 
Bryan, Esso president. Cooper, formerly 
coordinator of managment development, 
will retain this responsibility in addition 
to his new duties. 

Also at Esso, J. R. Muehlberg has 
returned from an overseas assignment in 
London to become manager of aviation 
sales. He has also been named by Hum- 
ble, Esso’s parent, to coordinate aviation 
sales of company-wide interest. In his 
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new post, Muehlberg succeeds Robb C. 
Oertel, who retired after directing the 
sale of Esso’s aviation products since 
1935. 





@ 

In a major shift of responsibilities of 
two senior vice presidents at Standard 
Oil Co. (Ohio), Richard C. Sauer be- 
comes executive vice president in charge 
of refining, marketing, and supply and 
transportation of petroleum and petro- 
leum products. Elliott B. McConnell, 
formerly in charge of the company’s 
manufacturing operations, will assume 
charge of the company’s research depart- 
ment. Both men are members of the 








FUTELTE 


INVITES EXTRA PUMP 
BUSINESS TO YOUR 


SERVICE STATION 


© DOMINATES the area for greater customer appeal 
© COMPETES with bigger intersections 
© CONCENTRATES coverage where activity is highesf 


Request full information 
on complete line of 
Nu-Art Outdoor lighting 
fixtures, 
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EXCLUSIVE DESIGN 
CHANNEL CONSTRUCTION 


Solid form; extruded one-piece, no-sag channel 
construction, up to 24’ in length, gives added 
strength. Single or double mounting bracket; 
infinite adjustment entire length of channel is 
incorporated in all Nu-Art Island light fixtures. 


MODERN UP-SWING DESIGN 


Up-grade your station with Nu-Art lighting for 
greater night-time profits with day-bright illumi- 
nation. 


ALL WEATHER APPLICATION 


Nu-Art’s exclusive rubber neoprene seal pro- 
tects against corrosion and weather. 

Electrical components are designed for outdoors. 
U.L., C.S.A. approved. 

Available in 800 and 1500 milliamp lamps, 
T-12 and T-17 size. Se - y 


NATIONAL DISTRIBUTION 
District Sales Offices in all major Cities. 


NU-ART LIGHTING & 
MANUFACTURING COMPANY 
MAIN OFFICE & FACTORY 
2360 West 21st South - Salt Lake City, Utah 
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board of directors and joined Sohio in 
the 1920s. 





e 

John G. Johnston, 41, vice president 
of Emmons Oil Co. (Gulf jobbership), 
Albuquerque, New Mexico, is the new 
president of the New Mexico Petroleum 
Marketers Assn., succeeding Tom Ryan, 
Ryan Oil Co. (Shamrock), Albuquerque, 
who completed a two-year term. 

Other new officers: Dick Mulkey 
(Mobil), Roswell, first vice president, 
and L. E. Ruffin, Jr. (Texaco agent), 
Albuquerque, second vice president. 
Jim Wait, retired Conoco marketing ex- 


ecutive, was re-elected executive secre- 
tary. 


4 

Jack Cunningham, Conoco marketing 
executive who has been with the com- 
pany 43 years, plans to return to Hous- 
ton now that he’s retired. 

Cunningham has been in Denver, on 
the staff of the regional sales manager 
H. F. van der Voort as special repre- 
sentative for jobber relations. Before 
that he was assistant to Harry Kennedy 
when Kennedy was Conoco’s marketing 
vice president. 

e 





getting ready for 
more business? 








If your business is growing, the need for a more efficient and adequate 
air power supply means that you should be considering QUINCY COM- 
PRESSORS. From cushioned steel valves to Lynite connecting rods . . . 
from famous Safe-Q-Lube to Loadless Starting, QUINCY COMPRESSORS 
are pioneered for the future. That simply means they're built to keep up 


with the heaviest air power demands month after month . 


. . and that’s 


what a growing business like yours demands. 


SEE THE NEW “Q-LINE” 
TODAY—a complete line 
of tank-mounted com- 
pressors from 1 to 90 
CFM. 


uincy 


uimney 


QUINCY COMPRESSOR CO., Quincy, Illinois 
Mokers of the World's Finest Air Compressors 





. N. (Steve) Bell, marketing mana- 
ger of Conoco’s northern region, Kansas 
City, is reported recovering from a heart 
attack. 

Lon Kump, Conoco’s trade relations 
manager, has served as acting marketing 
manager until Bell’s return. 

* 

The New Mexico Petroleum Indus- 
tries Committee elected new officers for 
1961 at its annual convention in Septem- 
ber. New NMPIC officers are: James E. 
Low, Amerada Petroleum Corp., Tulsa, 
chairman; Ross E. Madole, Mobil Oil 
Co., Dallas, and S. J, McKim, Gulf Oil 
Corp., Albuquerque, vice chairmen; and 
Wilson Frost, Continental Oil Co., Albu- 
querque, treasurer. Low succeeds R. T. 
Holmes of Albuquerque as chairman. 
Fred Linn, Albuquerque, was reelected 
executive director. 


William G. 
Shain _ succeeds 
Richard Rollins 
who is retiring as 
director of public 
relations for At- 
lantic Refining 
Co. Shain has 
been with Atlantic 
since 1946, and 
was most recently 
head of the com- 
pany’s foreign 
personnel division. 
The public-relations department is also 
being merged with industrial relations, 
and will come under the direction of 
H. W. Jones, vice president. 


Shain 


« 

Thomas P, Campbell of White Plains, 
N. Y., has been named executive secre- 
tary of Oil-Heat Institute of Westchester 
County, N. Y., succeeding Jim Grady, 
now with Esso Standard Division of 
Humble Oil & Refining Co. Campbell was 
formerly with Mobil International Oil 
Co., working on employe relations. 

e 

Dale Josephson, former executive sec- 
retary of Oil-Heat Institute of Oregon, 
has given up his job as manager of ad- 
vertising and sales promotion for North- 
west Natural Gas Co. to form his own 
public-relations firm, Dale Josephson & 
Associates, Portland. The firm is now 
serving Portland Warm Air & Air Con- 
ditioning Assn. and the latter’s Indoor 
Comfort Bureau in promotion of the 
Silver Shield program. Dick Kluzek, 
former assistant manager of OHI of 
Oregon, is with the Josephson firm. 


e 

Larry Ferguson, Mobilheat jobber in 
Lockport, N. Y., and his wife returned 
in mid-October from a four-week trip 
through England and Europe. 


s 

Norman B. Judelson, marketing re- 
search manager for American-Standard 
Air Conditioning Div., has been named 
chairman of Oil-Heat Institute’s market 
research committee. 


oe 
John Sherwood, who retired May 1 
as manager of Sherwood Bros. Div., 
Sinclair Refining Co., heating-oil oper- 
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From coast to coast, the General Tire and its full line of 
quality-built tires, batteries and accessories is a proven 
profit-maker for oil marketers large and small. With all-out 
support at all levels, the General Tire offers you and your 
dealers more to sell . .. more to earn. Look into the General 
Tire TBA program today: It’s ready-made for you and 
... ready to go! 


w Complete line of passenger, truck and farm tires 

e Consistent and concentrated advertising help 

e Complete marketing and merchandising programs 

@ Warehouse facilities as near as your telephone 

@ Sales training aids designed to boost sales and profits 


a 
VENFRAY 


write today to: ; was 
W. A. ROBINSON J your sales 
TBA SALES MANAGER a jump to 


attention 
THE GENERAL TIRE & RUBBER CO. * Akron, Ohio 
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ation in Baltimore, Md., has opened an 
auto agency, Sherwood Plymouth, in the 
same city. Before Sinclair bought into 
Sherwood several years ago, Sherwood 
was president of the heating-oil jobber- 
ship. 

« 

Clarence H. Fay, executive secretary 
Oil-Heat Institute of New England, is 
recuperating from a serious bladder op- 
eration performed Aug. 4 in New Eng- 
land Baptist Hospital, Roxbury, Mass. 

* 

Wesley Downing, former president of 
Independent Oil Men’s Assn. of New 
England and top man at State Fuel Co., 
cargo buyers in East Boston, Mass., is 


gradually recovering from a stroke suf- 
fered in August. Recovery was compli- 
cated by the shock of the sudden death 
of his 40-year-old son, Jack in Hartford, 
on Oct. 1 and the death of Jack’s close 
friend, who had come to Boston for the 
funeral, in the crash of the Eastern Air 
Lines plane in Boston on Oct. 4, 
* 

Newly elected directors of Pennsyl- 
vania Petroleum Assn. are Clyde W. 
Gebhardt of United Oil Manufacturing 
Co., Erie; James Kepple of Manordale 
Petroleum Co., Export; Charles S. Grim- 
minger of Ebensburg Oil & Gas Co., 
Ebensburg; George Cole of Northern 
Tier Oil Co., Westfield; D. Resse 
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“MY DISTRIBUTOR SWITCHED TO RICHFIELD— 
NOW I’M SITTING ON TOP OF THE WORLD!” 


All of your dealers — and you, too — will be sitting on top of the 
world when you team up with Richfield. You'll get the very highest 
quality in products, in merchandising, in advertising, in supplier 
help and cooperation. PLUS the exclusive benefits of this unwav- 
ering policy: Richfield does not market its branded products in 
competition with Richfield branded distributors! Let’s sit down 
together and talk it over. Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N. Y. 











Meehan of Meehan Co. Dushore; and 
J. Harry May of Pen Fern Oil Co., 
Dallas. 

cy 


.W. F. Hester, former jobber repre- 
sentative in Columbia, S. C., for Shell 
Oil Co., has been promoted to aviation 
representative for Shell. He will be head- 
quartered in Atlanta at the company’s 
Southeastern offices. 


Four appointments in Texaco’s domes- 
tic sales department at the regional and 
divisional level have been announced, 

Carl D. Hall moves from Boston, 
where he was division sales manager, 
to New York to become assistant gen- 
eral sales manager (merchandising). 
Thomas F. Walsh, former assistant sales 
manager at Boston, succeeds Hall. Frank 
J. Novak transfers from Indianapolis to 
Chicago as assistant general sales man- 
ager of the central region. He is suc- 
ceeded as Indianapolis division sales 
manager by William M. Fisher, formerly 
assistant manager there. 


B. A. Warren becomes manager of 
Esso Standard Div. of Humble Oil & 
Refining Co.’s purchasing department, 
succeeding Haylett O’Neill Jr., who re- 
turns to his permanent assignment as 
purchasing agent of the Humble division 
in Houston. Warren had been serving in 
Houston on a similar temporary assign- 
ment. 

e 


Millard E. Stone, vice president in 
charge of industrial relations for Sinclair 
Oil Corp., takes on additional responsi- 
bilities by assuming control of the 
company’s enlarged management devel- 
opment and personnel coordination pro- 
gram. His new title is vice president in 
charge of employe and community rela- 
tions. 

» 

Skelly Oil Co. 
has promoted 
three men in its 
marketing depart- 
ment headquarters 
at Kansas City, 
Mo. 

Vv. H. Gibson, 
former assistant 
secretary and gen- 
eral credit mana- 
ger, is now gen- 
eral manager of 
Skelly’s marketing 

department. Van Bartles, previously as- 
sistant general credit manager, succeeds 
Gibson. Succeeding Bartles is R. C. 
Weidemier, who has been regional credit 
manager since late 1958. 


Dudley Tower has been named presi- 
dent of Union Oil Co. of Calif. He suc- 
ceeds Reese H. Taylor, who has been 
both chairman of the board and presi- 
dent since April. Tower, who was most 
recently executive vice president, joined 
Union in 1935. After working in drilling 
and production for a number of years, 

s 
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he became a vice president in 1953, and 
was elected to the board of directors in 
1956. 

* 

John E. Preston, district manager at 
Miami for Gulf Oil Corp., has retired 
after 40 years in the oil industry. He 
was presented a gold watch by the Dade 
County chapter of the Florida Petroleum 
Council in recognition of his service to 
the industry and community. 


° 

George W. Heyburn has been appoint- 
ed Kansas City district sales manager by 
Standard Oil Co. (Indiana). He will be 
succeeded as Denver city manager by 
John R. Owens. 

Charles E, Feinberg, vice president of 
Speedway Petroleum Corp., has been ap- 
pointed by Michigan’s Gov. G. Mennen 
Williams to the Michigan Historical 
Commission. His appointment awaits 
Senatorial confirmation. 

° 
E. A. Williford 
has been elected 
president of the 

Kayo Oil Co., 

Chattanooga, 

Tenn., subsidiary 

of Continental Oil 

Co. Formerly as- 

sistant general 

manager of Co- 
noco’s marketing 
department in 

Houston, he will 

now be headquar- 
tered in Chattanooga. Conoco purchased 
Kayo Oil Co. in May, 1959, and markets 
petroleum products under the “Kayo” 
brand through more than 200 service- 
station outlets in eight Southeastern 
states. 


Williford 


* 

Officers for the Intermountain Oil Job- 
bers Assn. were elected for 1961 at the 
association’s annual meeting in Yellow- 
stone, Wyo. Forde Johnson, Idaho Falls, 
Idaho, was elected president, succeeding 
Paul Cox of Salt Lake City. Other offi- 
cers elected were: Grant Valentine, vice 
president; Ora Jensen, treasurer; and 
Arvin W. Grant, secretary, all from Salt 
Lake City. 

* 

Three new zone managers have been 
appointed by Frontier Refining Co. 

Glen E. Sykes will cover western Ne- 
braska and eastern Wyoming as zone 
manager. John M. McCoy becomes 
Omaha zone manager, and Kenneth 
West becomes Denver zone manager. 
All are former Standard of Indiana 
sales representatives. 

* 

George W. Butler, marketing coordi- 
nator for Standard Oil Co. (New Jersey), 
has been elected to the board of directors 
of Esso Research and Engineering Co., 
principal scientific affiliate of Jersey 
Standard. 


* 
A. C. Sailstad has been appointed by 
Signal Oil and Gas Co. to assist Signal’s 
Houston division in developing markets 


for the petroleum products manufactured 
in the company’s Houston refinery. He 
will also assist in coordinating the pur- 
chase and exchange of crude-oil supplies 
for the Houston refinery. 


a 

Harry M. Schafer, manager of dis- 
tribution for Union Oil Co. of Calif., 
has retired after 32 years of service with 
the company. First employed by Union 
in San Diego, he went to Los Angeles in 
1930. Since that time, he has been as- 
signed to various positions in the field 
of petroleum supply, transportation, and 
distribution. At the time of his retire- 
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ment, he was a member of the governor’s 
petroleum industry, civil defense advisory 
committee, and served as alternate state 
petroleum administrator. 


* 

Lester F. Noonan has been promoted 
to assistant manager of Pure Oil Co.’s 
truck industry sales department, and will 
supervise and direct the sales efforts of 
Pure’s 250 truck stops. Noonan, formerly 
regional representative for the department 
in a four-state area and Canada, will be 
succeeded by Charles Mack, district 
manager for Pure in northern Ohio. 

7 
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Donald W. Tendick has resigned as 
retail marketing manager and regional 
sales manager for River States Oil Co., 
Evanston, Ill., to devote more time to 
Unifab Corp., of which he is president. 
He is the founder of the Teneco service- 
station chain, which he later sold to 
River States, a subsidiary of the Murphy 
Oil Corp., El Dorado, Ark. 





. 

Clifford Saffle has been reelected 
president of the Inland Empire Gasoline 
Dealers Assn. at Spokane, Wash. Other 
officers named are: Delbert Lutz, vice 
president; Clifford Robinson, secretary; 
and Howard Barker, treasurer. 


Charles E. Bethel Jr. has been pro- 
moted to assistant director of Continental 
Oil Co.’s marketing research division. 
Formerly administrative assistant to the 
general manager of Conoco’s petrochem- 
icals department, he will continue to 
make his headquarters in Houston. He 
succeeds W. W. Clark, recently appoint- 
ed special assistant to the general man- 
ager, petrochemicals. 

& 

Karl H. Shaw, district manager in 
Boston for American Oil Co., has retired 
after 27 years with the company. He 
joined the company as a Sales repre- 
sentative in Portland, Me., and was ap- 
pointed to his most recent position in 





1951. He is succeeded by Harreld De 
Munbrun, acting manager at Boston since 
September, 1959. 


® 

Hobart A. Martin, well-known oil 
marketer in the Rocky Mountain region, 
has retired as Denver district manager 
for Mobil Oil Co. He is succeeded by 
W. F. Baker, formerly area marketing 
manager at Cleveland. 

Martin has been closely associated with 
marketing in Colorado and Wyoming 
since 1918 when he began working for a 
distributor, Vacuum Oil Co. He joined 
Socony Vacuum in 1929, and opened the 
Denver district marketing office in 1937. 
He was transferred to Wyoming in 1951, 
and served there until 1959, when he re- 
turned to Denver as manager of the 
district. He has served on the executive 
committees of the Wyoming Petroleum 
Industries Committee and the Colorado 
Petroleum Council. 

* 

Lawrence A. Kimpton has been named 
general manager of planning for Stand- 
ard Oil Co. (Indiana), a new position. 
He was most recently chancellor of the 
University of Chicago. His duties will 
include long-range planning and industry 
and general economic studies. 


© 
J. M. Lynch succeeds R. W. Thomas 
as assistant manager of the motor fuels 


Methods and data to help you— 
Specify or use petroleum 
products for top 
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This book helps you more 
pe am use or supply 
virtually any type of pe- 
troleum product. Gasoline, 
diesel fuel oils, lubricating 
oils and greases, and gas tur- 
bine fuels are only a few of 
the ong covered. Here 
are facts on storing, trans- 
porting, applying, and han- 
dling — plus data on prop- 
erties, characteristics, and 
performance to enable you 
to readily select and properly 
use petroleum products. 


PETROLEUM PRODUCTS 
HANDBOOK 


VIRGIL B. GUTHRIE, Editor 
Formerly, Managing Editor, National Petroleum News 
864 pp., 6 x 9, 459 illus, and tables, $18.50 
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SEE THIS BOOK 10 DAYS FREE-~ 
McGRAW-HILL BOOK CO., Dept. NP-11 | 
327 W. 41st St., N.Y.C. 36 l 


TRAVEL 


He makes the fastest fill 

in town. With the famous 

Blackmer TX Truck Pump 

backing him up, he gets 

fast delivery, spends less curb 

time, makes more deliveries per day. He really 

travels around his route. His secrets: a high capacity TX 
pump delivering up to 100 GPM, sliding vanes which 
are self-compensating for wear, new O-Ring and mechanical 
seals to prevent leakage and maintain efficiency, 

many other features. Put the TX at the heart of a well- 
designed fuel oil delivery system and you’ll 

travel, too. Talk to your Blackmer distributor 

about the system or write for Bulletin 200 





Send me Guthrie’s Petroleum Products Handbook 


I will remit $6.50, plus few cents for delivery 
costs, and then $6 monthly until the price of 
$18.50 is paid, or return book postpaid, (We pay 
delivery costs if you remit with coupon; same return 
privilege. ) 


“liquid materials handling'® equipment 


~BLACKM ER Hi / truck pumps 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 1 
Find your Blackmer Man under “‘Pumps”’ in the Yellow Pages 


Name 


Address 


Company 


Er 

for 10 days’ examination on approval. In 10 days 
I 

l 

l 

l 

l 


and _ terms outside U.S. write 
Mectaw Hill IntL, N.¥.C, NP-11 


ike ‘cider coe deen line aii Sede lin seme he ai 








194 NATIONAL PETROLEUM NEws * November, 1960 





An ANTI-ICER 
that gives you 4 EXTRA VALUES... 


As an anti-icer alone Unicor LHS gives you and your motorist 
customers big value. A highly effective safeguard against 
carburetor icing and subsequent stalling, Unicor LHS is 

readily soluble in all hydrocarbon streams and is not 

removed by aqueous tank bottoms. But consider 

these four additional benefits you get with 

Unicor LHS: 


¢ Prevents corrosion in storage tanks and 
transportation equipment. 


e Inhibits corrosion in motor car fuel 
systems. 


e Reduces engine manifold deposits, keeps 
carburetors clean. 


e Deactivates combustion chamber deposits, improves 
fuel consumption. 


Correct aslection and most effective use of 
petroleum inhibitors and additives involves : 

_ expert analysis and consideration of many 
factors relating to your feedstock and 
methods of processing. As specialists for 
over a quarter-century, UOP is able to provide 
unparalleled field service, brought to you bya | 

_ member of our staff of Product Sales Engineers. 

For detailed information on the UOP family of 

superior inhibitors and additives, call or write our 


* ah: | See our PSEX 


® 
WHERE RESEARCH TODAY MEANS PROGRESS TOMORROW 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S. A. 
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SEARCHLIGHT 
SECTION 


EMPLOYMENT . BUSINESS 
EQUIPMENT USED fel RESALE 


OPPORTUNITIES 


DISPLAYED RATE 
EQUIPMENT & BUSINESS OPPOR- 
TUNITY advertising $17.75 per inch. 
EMPLOYMENT OPPORTUNITIES— 
$27.00 per inch, subject to Agency 
Commission, 


UNDISPLAYED RATE 


(Not available for equipment 
advertising) 


$1.80 a line, minimum 3 lines. 


POSITIONS WANTED undisplayed rate 
is one-half of above rate, payable in 
advance. 


Box Numbers—Count as one line. 


Discount of 10% if full payment is 
made in advance for 4 consecutive 
insertions. 




















ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication: 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITION WANTED 








Desire Change—30 years old now in charge of 
all sales and operations for major oil co. in 1000 
sq mile mid-west area, supervising salary re- 
tail men and commission plants. 10 years with 
same co. on retail, wholesale, & sales promotion 
—Salary open. Desire challenge of fast grow- 
ing major or independent. PW-5398, National 
Petroleum News. 





FOR SALE 





International LC-162 Cab-Over pumper. 1600 
gals. meter ticket printer etc. Good condition. 
$2900.00 complete. Holt Oil, Federalsburg, Md. 








Wanted: 
me Age AS ah 
VALVES AND FITTINGS, ETC 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 








At Salvage 
Complete Fueloil Marine Plant 
Tanks—pumps—meters—loading racks 
High Pressure boiler—Asphalt installation 
Foamatic System—Capacity 1 million gallons 





Owner 
807 Zerega Ave., New York 72, N.Y., TA 8-3200 








[ FOR SALE | 


800 Galion, 5 Compartment, Tank Truck, 
Power Take off, hose Reel & Hose, 1947 
International Truck, Dual Speed, good 
running condition, New Paint, used very 
tittle in past five years. $475.00. Stephen 
hy Company. Phone WH 2-0068. Morris, 











OPPORTUNITIES 
& 


Business; personal or personnel: finan- 
cial; equipment: etc., may be offered 
or located through the classified ad- 
vertising section of NATIONAL 


PETROLEUM NEWS. 








About Oil People 


division for Standard Oil Co. of Calif., 
Western Operations Inc. Thomas was re- 
cently appointed assistant wholesale sales 
manager for Socal’s Los Angeles region. 

Also appointed were nine assistants to 
regional managers for Socal. They are: 
W. F. Sheridan, Fresno; R. C. Copeland, 
Los Angeles; K. L. Roberts, Phoenix; 
F. J. Waymire, Portland; William 
Wright, Sacramento; R. E, Agnew, Salt 
Lake City; J. W. King, San Francisco; 
H. L. Spaeth, Seattle; and R. O, Ram- 
stead, Spokane. 





Deaths... 


Anthony Venditti, 61, who owned the 


Venditti Gas & Oil Co. in Syracuse, 
N. Y., for 30 years before his retirement, 
died Sept. 17 of a heart attack. 


William L. 
Heinz Sr., execu- 
tive secretary of 
the South Carolina 
Oil Jobbers Assn., 
died Sept. 27 in 
Columbia, S. C. 
He was 69. 
Heinz, a native 
of Atlanta and a 
graduate of Geor- 
gia Tech (1911) 
in mechanical en- 
gineering, got into 
the oil business in 
1919 when he joined the Texas Co. as a 
lube representative in New York and 
later in Youngstown, Ohio. In 1923 he 


Johnston: How to beat inertia? 


A TRANSPLANTED HOOSIER is 
the new president of the New Mexico 
Petroleum Marketers Assn. He’s John 
G. (Bud) Johnston, 41, vice president 
of Emmons Oil Co., a Gulf jobber- 
ship in Albuquerque. 

There is no Emmons in the com- 
pany. In 1952, a cluster of relatives 
from Indiana went West and became 
oil jobbers by buying John Emmons’s 


returned to his native state as a lube 
engineer for Texaco, and eventually be- 
came chief lubrication engineer for the 
four-state Atlanta district. He left Texaco 
in 1933, spent a few months with Pure 
Oil Co. helping install a lube division, 
then moved to Columbia, S.C., as a com- 
mission agent for Pure. He went into a 
jobber operation in 1939. 

Around this time he became active in 
the affairs of the new SCOJA, serving as 
its president in the early war years. In 
1943, he became the association’s sec- 
retary-treasurer on a part-time basis while 
conducting his 500,000-gal-a-year jobber- 
ship, Central Oil Co. After he sold the 
jobbership in 1958, he became SCOJA’s 
full-time secretary. 

Active in community affairs through- 
out his lifetime, Heinz was a past presi- 
dent of the Kiwanis club, former vice 
president of the Columbia Chamber of 
Commerce, elder of the First Presbyter- 
ian Church, and director of Coastal 
Terminals Inc. 

He is survived by his wife Julia, two 
sons, and a daughter. 

uv 

George Glenn, president of Penn 
Glenn Oil Co., Cities Service jobbership 
in New Kensington, Pa., and a resident 
of Leechburg, was killed on Sept. 27 in 
an auto-truck accident on Route 611 near 
Pocono Manor, Pa., where he was at- 
tending the fall convention of Pennsyl- 
vania Petroleum Assn. Glenn, driving his 
car, was killed outright when he was 
thrown out of the car as the vehicle and 
a truck collided head on. 


400,000-gal. a month company, one 
of the larger Gulf jobberships in the 
West. Bud Johnston’s brother-in-law, 
J. L. (Jim) Culbertson, is president, 
and his sister, Mrs. H. A. (Mildred) 
Glover, a widow, is secretary-treas- 
urer. 

They have been in the thick of the 
dog-fight for gallonage in a small- 
population (less than 1 million) state 
where every gallon counts. Emmons 
Oil controls 27 service stations, sup- 
plies another 15 outlets, and has two 
commission-agent plants, at Cuba and 
Gallup. 

Bud Johnston is a spare, soft- 
spoken, amiable businessman, com- 
pletely engrossed in the problems of 
building his business and the associa- 
tion. He has no other interests outside 
business, association and family (his 
wife Betty and three children). 

The big problem, says Johnston, is 
that jobbers and agents haven’t been 
sold on the need for the association. 
Out of a potential of 350 distributors, 
46 are members. “We’ve got to have 
representation, and we’ve got to have 
money,” says Johnston, “Once you 
overcome inertia, you can get going.” 
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@ Monkey Business. L. T. White of Cities Service tells 
about the ape who came into the bar, ordered a scotch 
and soda and gave the bartender a $10 bill. The bar- 
tender assumed the ape wouldn’t know the difference and 
handed back a fifty-cent piece in change. After a while 
he got curious about his customer. Leaning across the bar 
he remarked, “We, uh, don’t see many apes in here these 
days.” 

“No,” said the ape, “and at $9.50 a drink, I can under- 
stand why.” 


¢ Common Sense. A veteran major-company man says 
the oil industry would make a lot more money if the big 
companies would drop the idea of a separate set of books 
for production, refining, marketing and other divisions. 
Once you abolish interdepartmental charges, he says, the 
divisions will stop trying to make a profit out of each 
other. 


@ Nice Work. A left-handed jobber with a knack for 
doing things wrong says he got carried away by the do-it- 
yourself craze. His first project was a broken cuckoo- 
clock. When he finished he found he’d put it all together 
perfectly—but backwards. Every hour, he says, the bird 
backed out and asked what time it was. 


e New-Fuel Breakthrough. At a veteran-car rally in 
Port Elizabeth, South Africa, a 1926 touring car ran out 
of gasoline and water. The resourceful operators poured 
12 bottles of whiskey in the tank and nine pints of beer 
in the radiator, went on to finish a 600-mile road test. 


alae | 


bottom of the barrel 





“4 fund to promote more gasoline-tax 
legislation? Got change for a nickel?” 











e Classic Quote. Memorable words by Humble Oil’s Art 
Sweet, opening the second day of a TBA convention: “I 
feel just like one of you—and brother, whichever one of 
you I feel like, you’d better head back home because 
you’re sick!” 


“What in hell do you mean, you already got gas heat?” 
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ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 
BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 
CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 2100 Vaughn Bidg., 1712 Com- 
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John Grant, Riverside 7-9721 
DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 
DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
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PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard 
SAN FRANCISCO 4, 68 Post Street 
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Brighter when 


SYMBOL OF EX 


JOKHEIM 


TOKHEIM STAINLESS STEEL SURFACE 


Stays brighter 
longer! 


No metal finish compares in brilliance 
or permanence to the bright, annealed, 
nickel-bearing stainless steel used on the 
exterior surfaces of Tokheim pumps. It 
gleams like a mirror, won't chip or rust, 
is hard to mar, and is virtually impervious 


LENCE 


Toxntim 
ee 


Tes SALE 


GALLONS 





+ 


to the eléments. This finer metal finish is 
typical of the constant attention to detail 
that is given to Tokheim pumps. In 
scores of ways it adds up to better sery- 
ice, over a longer period, and at less cost. 
WRITE FOR NEW BULLETIN TODAY! 


Sr TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International A. G., Lucerne, Switzerland. 





FOR A COMPLETE LINE OF 
LIQUID MEASURING EQUIPMENT! 


DF SE OS EE OD OF OE ON OE OE Oe OE GP ON GE Oe Oe Om Om OE OE aD Oe OD Ge oe oe oe ae 


METERS FOR PETROLEUM AND 
INDUSTRIAL SERVICE 


TRUCK AND 1 

DUSTRIAL METERS 

— Pump operated 

and gravity flow, 

pressures to 150 psi 
- 15 to 300 gpm. 


BULK AND LINE 
METERS — For 
loading stations, 


pipelines, refineries. 


Eight sizes, 100 
to 7000 gpm at 
150 to 2000 psi. 


SERVICE STATION 
PUMPS 


SINGLE OR TWIN L-3 
MODELS — Compact, 
handsomely styled, all- 
weather, lighted units. 
Five mode!s to choose 
from, colors to your 

specifications. 


SALESMAN-48 PUMPS — 
Single and twin models, 
only 48” high. Sloped dial 
face for easy readability. 
day or night. 


METERING ACCESSORIES 


po STOP EQUIP- 
NT — Includes 
hh set-stop 
valve or motor 
control switches 
. delivers pre- 
determined quan- 
tity of liquid. 
starts or stops electrically ‘driv. 
en pump remotely from meter. 


HAND PUMP EQUIPMENT 


b opel BARREL 
MPS — Ideal 
oe garages, serv- 
ice stations, 
factories, paint 
stores to transfer 
products from 
drums. Several 
models include 
units for hi-boys. 


HI-BOY TANKS WITH 
PUMPS — Available 
in 16, 30, 60 and 
120-gallon sizes. 

All sizes are same 
height and depth 

to permit banked 
installations. 


TRUCK TANK FITTINGS 


HYDRAFOLD VALVES 2X 
BY SHAND AND 

JURS — Front 

outlet or standard Fa : 

Hydrafold valves sine § ws REM 
as single units or : . : : 


FILTERS AND FILTER, 
SEPARATORS 


in combination 


(shown) give any 


required valving arrangement. Also 
Shand and Jurs internal hydraulic valves 
and selective controls. 


DRAIN VALVES 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, 


HARWOOD VALVES — 
Drain Valves for removing 
condensate from air 
receivers, aftercoolers, 
innercoolers, filters and 
traps. Other models are 
available for pressure 
controls. 


MOVO 
—— 
SYSTEM — For 
efficient han- 
dling of highly 
volatile petro- 
leum products. 
Removo pumps 
are compact, 
easily acces- 
sible. Available 
in ¥%, Y2 or 
¥% hp. 


Just a few Smith-Erie 
measuring 

are shown in this 
advertisement. For 
details on these and 
hundreds of others, 
contact your 
representative or 
write direct: 


FUEL — 
BY BURKS — 
Lar, a aeeaene, 
vertical or hor- 
izontal filter- 
separator pro- 
vides depend- 
able dirt 
filtering and 
water stripping. 
Available in 
ranges from 50 
to 1500 gpm. 


Through research 


Smith- E_~2 Division 


Georgia; Chicago 2 ines, Houston 2, Texas; Los Angeles 17, Calitria; New York 17, New Yor 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 
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